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From King Cotton, Hardware’s most com- 
plete cordage line, comes the NEW ROPE 
RACK. The dealer's answer to rope mer- 
chandising problems. 

Ask your jobber or write for complete details. 
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105 Duane St., New York 8, N. Y. KING COTTON 
COUNTER COILS 
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KING COTTON 
HANDI-HANKS 


KING COTTON 
SELL-CORD ® 
CONS 





MIRRO National Advertising 

will be hammering home this 

*“MIRRO to give or to live with” ; 
theme, during the buy-happy holiday season. “~” 
And here is the impressive selection of MIRRO 
merchandise, every piece loaded with gift appeal, 
that will be featured in MIRRO's 

pre-Christmas campaign 


Make sure your stocks are full and displays are set, 
to tie in with this power-packed gift promotion 


This year, more people will be 
buying MIRRO.. . to give or to 
live with . than ever before 
Make sure you get your share! 


ALUMINUM 


of a 
Ko o “he tune >> > 
* Guaranteed by * 
Good Housekeeping 
S 0, * 


a 
45 anvennssto WE 


Cy 


MIRRO-MATIC PRESSURE PAN 4-at. (lust) $14.95 a ' 
2%-qt. $12.95; 6-qt. $19.95; -o 58 9 ~~ 


16-qt., $29.95; 4-qt. Electric, $29 

MIRRO-MATIC ELECTRIC PERCOLATOR 

Chrome-on-aluminum. Completely automatic, 9-cup, $19.95 MIRRO COPPER-TONE CAKE CARRIER 

Polished aluminum, $14.95 i= Tall enough for frosted angel cakes. Positive-locking cover. Tarnish-proof. 


11%” square, $7.50 
11 SQUARE MIRRO-MATIC ELECTRIC FRY PAN INCLUDING COVER 
Completely immersible, with detachable Heat Control! Plug, cord and matching MIRRO COPPER-TONE CANISTER SET : 
high-domed cover, only $19.95 complete Tarnish-proof finish. Smart wooden knobs. 1%, 2, 3, 4-qt. capacities 


Complete set, $11.95 
MIRRO COPPER-TONE MOLD SET 
5 decorative, practical molds, each with hanging ring. 2% to 4 cups. Tarnish-proof MIRRO COPPER-TONE BREAD BOX 
Complete set, $6.45 With center shelf and cutting board in door. 17x11x9%"’, $13.95 


W 


MIRRO-MATIC MIRRO Mi MIRRO Gold-Tone MIRRO-MATIC 


RRO 
Electric Percolator Bun Warmer Electric Corn Po sy Alumilite Cocktail Set Cooky and Pastry Press Electric Percolator 
Chrome. 8-cup, $21.95 $5.45 2% -qt., $7. Shaker, Speer stones. 15 forming plates, $3.25 Polished. 8-cup, $13.95 
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ALUMINUM GOODS MANUFACTURING COMPANY © MANITOWOC, WISCONSIN 
; Fifth Avenue Bidg., New York 10 e Merchandise Mart, Chicago 54 
WORLD’S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 
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ufd l IT @ @ @ defies shopwearing. All store fixtures 


have a life span. Years of use wear out any display unit. Designed with long-life in mind, the new Weber 


DISPLAYLINE is constructed of the most durable, all steel elements with back panels and shelves of perforated metal. 
These versatile, simple-to-assemble new gondolas and wall shelvings use no nuts, 

bolts or clips ...need no tools to assemble. Each unit is completely self-locking 

and makes up into a variety of combinations. With DISPLAYLINE’S quality 

hardware, stainless steel glass divider clips and hangers, your store fixtures 

will look forever fresh and new. Comes in 8 attractive, store-planned 

colors, applied with enduring baked enamel paint. To see the way to 


# ; ; 
a new “pattern for profit’ Pwrite for free illustrated brochure: 








WEBER SHOWCASE & FIXTURE CO., INC., 5700 Avalon Blvd., Los Angeles 11, Calif. 
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reasons why BOYCO’S 
VALENCIA 


IS THE LINE THAT PULLS: 


It’s made by the manufacturer of popular Boyco products 





The Valencia line is competitively priced 

All Valencia garden tools have rugged hardwood handles 

They have the same quality steel heads as famous Black Beauties 
They carry the U. S. Steel quality label 


Order VALENCIA for the budget-minded gardener and 
Boyco Black Beauty garden tools for your premium line. 


UNITED STATES STEEL PRODUCTS 


5100 SANTA FE AVENUE, LOS ANGELES, CALIFORNIA + 1849 OAK STREET, ALAMEDA, CALIFORNIA 
DIVISION 


Lat € > 1 AT ES 7. &€ € tL 
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Fully Guaranteed | 


ARROW’S NEW *25 STAPLER! 


PACKAGED ON AN EYE-POPPING 3 COLOR DISPLAY 
THAT’S BOOMING IMPULSE SALES! 


The new Arrow #25... born for the impulse sale... for fast turnover... 
fat profits! It’s easy to see why: ideal as a stapler-tacker-plier for hundreds 
of household jobs, for store, office or school, and it’s packaged on an 
irresistible 3 color display that does all the selling for you! Sleek, smart 
and rugged, it’s made from the finest grade steel throughout, with Arrow’s 
famous patented mechanism that makes it absolutely jam-proof! 


TO RETAIL AT $129. FULL TRADE DISCOUNTS APPLY! 
Backed by nationwide spot TV! Powerful Saturday Evening Post ads! 





ARROW’S #25 JOINS THE INDUSTRY’S FIRST LINE OF AUTOMATIC NAILERS! 





All-P One Hand Hammer Nailer 

-Purpose | 

Tacker = 
LIST _ “, 


$12.50 . 


| 
| 
For Light ! 
Nailing Jobs Maz 
LIST ty | 
$10.50 )]/ hed, 
| 

| 

! 





SEE ARROW’S OTHER TACKERS AND STAPLING MACHINES—SEND FOR PRICE LIST AND FULL-LINE CATALOG. 


ARROW FASTENER ['0../Nc. : ... you never lose a sale with Arrow because 


ssid ascaiioen daar | ARROW SELLS ONLY THROUGH THE TRADE! 
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COMMEN T — 


Future Tellers’ Vs. “Future Computers” 


In this day of electronic miracles why can’t manufacturers 
of seasonable goods solve their problems of estimating production 
by punching a few buttons based upon experience? 


This is a logical question, but the answer is not that simple, 
at least for individual manufacturers. The reason is that the 
computer does not take into consideration human elements such 
as changes in purchasing habits, the influence of advertising, and 
the results of an intensified sales program. 


A long time ago manufacturers stopped relying upon fortune 
tellers and adopted a system that worked very reliably. This is 
a system that made every participating dealer a “future teller.” 
It is not too difficult for a dealer to become a “future teller.” He 
has his sales records over the years to help him arrive at a con- 
servative future order that will not be out of line, at least not 
far enough to be a great gamble. These futures help manufactur- 
ers and wholesalers to plan well enough so that the dealer will 
have enough stock to be able to satisfy the demands of his ‘cus- 
tomers. This is one of the most important factors. 


To induce dealers to become “future tellers” the manufactur- 
ers individually worked out various dating and discount plans 
that made buying futures advisable and profitable. 


The thousands of “future tellers” can come up with a better 


answer for production and keep the distribution system working 
more efficiently than even the most advanced robot brain. 


Wile Cloein 





Aristocrat of Melamine dinnerware. 
Award-winning shapes. Jewel-like 
colors. Finest Melmac® quality. 
Fully guaranteed for two years. 
Starter Set $15.95 retail. 


<Ploence 


DECORATED 


ty PROLO 


For the first time, patterns on all 
pieces. Luminous colors on 
satin-white, translucent as the 
finest china. Break-resistant. 
Starter Set $22.95 retail. 


Never before such distinguished 
contemporary styling in 
Melmac* quality dinnerware, 
at such a moderate price. 
Starter Set $9.95 retail. 





See us at Booth 423-4 — New York Coliseum 


PROLON DIVISION, PRO-PHY-LAC-TIC BRUSH COMPANY, FLORENCE, MASS. 
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for nails with extra holding power... 


——— SS SSSSEESSED 


Screw Shank Flooring Nail 


Ring Shank Gypsum Wall Board Nail Chl $ C i e SAY 4 we d 


Jommmrerepreereereeeseree e 
Ring Shank Hummer Nail i 4 Pr G 4 4 Hs | 


i 
od 
nails 


Ring Shank Siding Nail 
ee ern Te ee These efficient nails give the extra holding 


Se eneensenenenemeen power and enduring strength that your 


Ring Shank Underlay Nails customers need in such applications as 
flooring, pallets, crating, boxing, cabinets, 
wall board, siding, shingles, shakes and 

framing. 





What’s more, the shanks of these nails 

actually lock with surrounding wood fibers. 

This makes them ideal for all climates. . . 

dduuidetddUtdQdt4(4 deme = green or unseasoned lumber is 
be blob bbe bob ble bb bbl bi 

The best proof of the amazing holding 

power of CF&I Screw and Ring Shank 

ee SSE Nails* is an actual test. Try a few your- 

self. Then you'll really recommend 

Screw (above) or Ring Shank (below) Box and Common Box Nails them to your customers. 


fb ete *Available west of the Missouri River only. 





Ring Shank Spikes 








Consult your 
CFal representative 
for further details. 














THE COLORADO FUEL AND IRON CORPORATION 
Denver * Oakland 
Albuquerque - Amarillo - Billings - Boise - Butte - Casper + Denver + El Paso + Ft. Worth « Houston - Kansas City « Lincoln (Neb.) 


Los Angeles * Oakland - Oklahoma City - Phoenix - Portland « Pueblo - Salt Lake City - San Francisco - San Leandro « Seattle 
Spokane + Wichita CANADIAN REPRESENTATIVES AT: Calgary - Edmonton - Vancouver - Winnipeg 
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FIRE MARSHAL 


Hg eather Trash Burnet oe ae Made of 


= LONGER LASTING 
Aluminized Steel 


Made of special hot-dipped aluminum coated steel, the 
Fire Marshal has the outstanding ability to resist the 
combined effects of heat and corrosion. At around 900° 
F. the aluminum coating alloys with the steel base 
metal. The resulting grey metallic coating withstands 
heat damage up to 1250° F. Repeated heating and cool- 
ing cycles will not damage the Fire Marshal, thus the 
Fire Marshal trash burner has exceptionally long life. 


Resists Burnout, Rust, Corrosion! 


SAFER! 
FIRE MARSHAL 


is approved by fire 
departments. It is 


CLEANER! 


FIRE MARSHAL 





litter, ashes and 
debris, even in 
windy weather. 


completely enclosed 
to control flying 
sparks and open 


4 
2 
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flames. 
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*BIGGER CAPACITY — holds over 2 bushels. *SCIENTIFIC DRAFT DESIGN burns trash to fine ash 


—eliminat ing. 
*BURNS TRASH IN ALL KINDS OF WEATHER — RNG RE See TEE: REED 
even in rain or snow. *NESTABLE for economical shipping. 


FIRE MARSHAL is an exclusive product of: 


GENERAL METALWARE COMPANY 
MINNEAPOLIS 13, MINNESOTA Dh rin 


ay Se 
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HE NEW 


HIGH COMPRESSION STAPLE GUN 


There’s nothing like it on the 
market! New SWINGLINE 101 
High Compression Staple Gun is 
compact, powerful and capable. 
Delivers as much driving power as 
machines twice its size and weight... 
Takes two staple sizes (4/16” and 
5/16”) . . . performs hundreds of 
tacking jobs . . . even has a lock to 


Profit with 


all i: Swingline No. 200 
i - Compression Tacker 
these A Takes 3 staple sizes 
up to 5/16”. 


SWINGLINE 
leaders: 





hold it securely closed. You'll sell 
all your customers this ultra-handy 
home tool .. . now, for the very first 
time, at a sensational low price. And 
you'll see lots of the new SWING- 
LINE 101 in big advertisements 
(selling for you) in leading con- 
sumer magazines. So get set... 
stock up with SWINGLINE 101! 


LONG ISLAND CITY 1, 








Start Selling with this 4-Unit Display Kit 


See how easy the SWINGLINE 101 sells 


Order this 4-unit case today, including an 
easy-to-set-up display for counters, walls 


or windows, 





Swingline No. 900 
Super Drive Stapling 
Gun. Takes 6 staple 


eevee eeeeeee 


Household Stapler 
with wall bracket and 
1000 staples. 

Retail price $2.95 


NEW YORK 


World’s Largest Manufacturer of Staplers for Home and Office 


SEPTEMBER 1957. 
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NOW « new, sales-making 


display package for 


al FAVORITE WYTEFACE’ 
steel tapes 


K&E has dressed up the FAVORITE WYTEFACE® Tape in an eye- 
stopper package to build more sales for you. Display this new, color- 
ful package in your store—it’s your key to bigger profits! 

e@ Smart design ... catches your customers’ eyes. 

© Slip-off top... for easy product display. 

e Compact... takes up little room on counter, shelf or in your window. 
SALES-PROVEN FAVORITE WYTEFACE® FEATURES 

e@ Foot numbers in red, repeated in red at every inch (a K&E exclusive). 

@ In 25, 50, 75, and 100-foot lengths. 

@ Welded steel case covered with long-wearing maroon vinyl. 


@ Nickel plated mountings. 


ORDER THROUGH YOUR JOBBER NOW 


KEUFFEL & ESSER CoO. 
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See you at the National 


Hardware Show— 
New York Colisseum 
Oct. 14 through 18, 1957 
BOOTH NO. 391 


Will You win the : 
trip to MEXICO... : 


--» OR ONE of 
BIG PRIZES? THE OTHER 


PYLE S SOF 


see laboratory testing aes ms 
and what it means to you : 


In modern, fully-equipped laboratories at Arvey Corporation, and at 
outside, disinterested laboratories, R-V-Lite window materials are 
under constant “‘torture’’ testing. Results are always the same: 
**R-V-Lite materials are best—by any standard of comparison.” 

Laboratory testing proves that R-V-Lite materials are tough, . 
longer-lasting, more weather-resistant—products that mean lasting é 
customer satisfaction. And satisfied customers mean repeat business, : 


- 
. 
oo 
, Once-in-a-life . 
= WIN an ; ~ ; 
ped all-expense-paid trip For ; 
hig ok, Or one of the ; 
UNCent prizest cae 
It’s so easy : 
'Nstructions on the 
In the require 


greater profit for you! 
Make R-V-Lite—leader in the window materials field—into a O 


leader in your business. See your R-V-Lite distributor salesman 
Jobber 5 
alesm 
en, You, Too! 


Remember, jobber sa 
Of your dealers ; 
a duplicate p 

€XiCo for tw 

naa 0. Mak 
dealers are stocked | Sure your 
Part in the cnt." and taking 


when he calls, and stock up for this year’s bigger-than-ever 


business! 


Arvey-CorPORATION 


Since 1905 ( No) 
3500 No. Kimball Ave., Chicago 18 
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---BY HEALTH-O-METER 


Look at the cleanest, sheerest lines on any bath scale 


made today. They caught your eyes. They will catch the eyes of 


your customers, too. This is Health-o-Meter’s Model 87— the Si/houette, 


Every inch is new, inside and out. With more features 
built in—not tacked on. Count the features that 


make the Model 87 a sales success! 


@ ACCURATE! Newly engineered mechanism registers 
even the slightest weight variation. 


@ PRACTICAL! Built-in handle makes lifting easy and sure, 


@ EASY-TO-READ! 3OO-Iib. capacity Panoramic Dial ends 
bending and squinting to see. 


@ BEAUTIFUL! Enameled finished colors set-off by 
chrome and gold trim. 


@ SAFE! Viny! platform mat prevents slipping; 
easy to clean and scuff-resistant, too. 


<Sea ” Wg 
> Guaranteed by @ 
Good Housekeeping 
” S 
oo? 4s apyearisto Wie 


Write today for information and quantity prices 


ealth-o-(Meter 


CONTINENTAL SCALE CORPORATION, 5701 Claremont Ave., Chicago 36, Ill. 
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‘DOLLARS FROM DREAMLAND” 


with the new 


UNIVERSAL 


NO BUMPY 
THERMOSTATS 





Featuring 2 Great 
New Models for '57! 


PLUS AN 
“ON-THE-SPOT” REPLACEMENT PLAN 


F $99% NEW “FLORAL ON WHITE” 
rt A fresh, new decorator-styled blanket in 


hi i 1 desi d 
controls. All double bed size blankets can bees = dno 3 ger tage dete doable 
be = ae single or dual control bed or twin clse with clagle pains: én te 
ee the new king size with dual controls. 


Single or double bed size, single or dual 


America’s finest automatic blanket! 


With the Famous UNIVERSAL Exclusives 


canal oe 





NEW KING SIZE 


For oversized beds, Universal Automatic 
Blankets come in the new King Size. Zip- 
° ° ° pered down the middle, each half with its 
New Electronic Control Miracle Blanket Fabric cams casita, th eae a ee 
More sensitive to temperatures, This amazing new blanket mate- ease in laundering and storing. 
gives even heat over the entire rial is washable and mothproof. 
blanket, adjusts to any weather High, luxurious nap and wide 
change. Operates without old- bindings. In five decorator colors LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
fashioned thermostats. to match any bedroom. 
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Router-Plane-Shaper 


Here’s another exciting power-tool “first” like the famous 888 Workshop 
— the new Millers Falls Router-Plane-Shaper line! It’s a line with a long 
line of bring-’em-back attachments and never-before-offered features (un- 
matched in models costing twice as much) .. . Plus an amazing new line 
of Router Bits — faster, longer-lasting and costing 1/3 less than other 
styles! Designed, built and powered to give professional results, this 
3-tools-in-1 combination is priced to bring the adventure of fine cabinet- 
work within reach of every one of your customers. 


No. 6800 Router (Power Unit and Base) is available as a unit or in com- 
bination with No. 6826 Plane Attachment and No. 6818 Shaper Attachment. 
And, there’s a special package of “industry exclusives” for plastic laminate 
fabrication, too! 


CHECK THESE IMPORTANT FEATURES 


POWER UNIT y Rugged 3 amp. motor PLANE ¥ Big 14” shoe ¥ Outboard arbor 
Ball bearings throughout ¢¥ 30,000 support y¥ Micrometer-screw adjustment 
.P.M. for smooth, fast, clean cutting for ripe 9° erg oe - — align- 
ee “ ment irect-reading depth adjusting 
ROUTER ¥ large 6” dia. base and big po a Notched quadrant for quick 
hardwood handles for positive control bevel cuts (—15° to +45°) 
¢¥ Direct-reading scale for fine depth 
adjustment ¢y Exclusive micrometer- SHAPER y 1/3 cost of comparable models 
screw adjustment for control of cut Big work surface (24” x 71/2”) ¥ Built- 
location y¥ Extra long rods for long in motor mount for 2. easy change- 
reach cuts ¢/ Base and non-marking sub- overs ¥ Adjustable fence y¥ Rugged 1” 
base take all popular templet guides marine plywood table 


17 Fastest selling ROUTER BITS — 
New Design Concept —Longer Lasting —Special M-2 High Speed Steel—Amazing low cost 





CORNER 


. 6906 %e” $2.20 
. 6907 3%” $2.50 








BEADING BITS 
No. 6911 Ve” $2.95 
No. 6912 4” $3.25 
No. 6913 3%” $3.40 





ROUND BITS 
No. 6908 4” $2.95 
No. 6909 ¥%” $3.25 
No. 6910 2” $3.40 


COVE BITS 
No. 6914 4" $2.95 
No. 6915 ¥e” $3.25 
No. 6916 V2” $3.40 





No. 6917 
Chamfer Bit 
$3.50 


No. 6919 
V-Grooving Bit 
$2.50 








Rabbeting Bit 
$3.50 
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No. 6800 ROUTER 
Power Unit ) ONLY $3995 


and Base 
(Power Unit alone $34.00) 


No. 6826 PLANE 
ATTACHMENT SET 
ONLY $3495* 


(* without Power Unit) 


No. 6818 
SHAPER ATTACHMENT 
(big 16” x 24” table 
with built-in motor mount) 


ONLY $1995* 


(* without Power Unit) 


A COMPLETE LINE OF ATTACHMENTS AND ACCESSORIES 


ALSO AVAILABLE 
No. 687 


Metal Carrying Case $16.50 


STRAIGHT AND 
CIRCULAR GUIDE 
Die-cast aluminum. 
Exclusive micrometer- 
screw adjustment, and 
long rods for cut loca- 


tion. 
$3.25 


e 9 


DEPTH ADJUSTING 
SCALE 


ROUTER SUB-BASE 
Phenolic composition 
avoids scratching work. 
Takes popular templet 


ides. 
lo. 685 $2.65 


iy” 


LAMINATE 
TRIMMER GUIDE 
For trimming overhang 
of plastic laminate flush 


TRAMMEL POINT 
For routing circular 
grooves 3%” to 81/2” 


radii. 
No. 683 $2.50 


& 
& 


LAMINATE 
TRIMMER BASE 
An “industry exclusive’ 
for full edge-trimming 
of post-formed lami- 
nates in tight-radii 


curves. 
No. 6810 $12.50 


TEMPLET GUIDES 
To handle most fre- 
quently used templets. 
No. 6814 

General Purpose 
No. 6815 


No. 6825 
25 ft. Extension Cord 
No. 6811 


Plane Cutter Sharpening 


Fixture 
No. 6812 


Router Bit Sharpening 


Fixture 
No. 6920 

Cup Grinding Wheel 
No. 6901 

Plane Cutter 

(Carbon Tool Steel) 
No. 6902 


$ 8.25 


$17.50 


$14.50 


$ 1.00 


$ 4.95 


EDGE 
TRIMMER GUIDE 
Mounts on cap of No. 
680 for offhand 45° 
bevel on edge of wood 


Recess and Insert 


No.6816 
Hinge Butt 17/32” 
No. 681 
Hinge Butt 34” 
$2.25 each 


to supporting wood 
Mounts on No. 684 for 
easy in-and-out bit 
feed. Unique Nylon 


$2.50 


Spring steel. Marked in 
1éths and 32nds for 
direct-reading depth 
adjustment. 


No. 688 


Plane Cutter 
(Carbide Tipped) 
And complete 
Laminate Trimmer Kits 


$18.00 


or laminates. 


roller gvide. 
8 No. 6819 


$ .75 No. 689 $2.95 











MILLERS FALLS 


MILLERS FALLS COMPANY 
Greenfield, Mass. 





a es eee ee ee ee ee 


MILLERS FALLS CO., Dept. HW-17 
Greenfield, Mass. 


BIT KITS 


Popular bits and grinding wheel, contour- 
nested in sales-making ‘‘showcase”’ styrene 
boxes. po, 


SPECIAL 


Carbide Tipped 
Laminate Cut- 
ting Bit with 
exclusive 
“triple action’’ 
—trims on bev- 
el, or end or 
straight cuts. 


No. 6924 


To help me sell your new Router-Plane-Shaper, please 


T) Have Millers Falls representative call. 


TC] Send me complete literature. 


= WA 
No. 6977 Basic 
Bit Kit. Consisting 
No. 6903, 6909 
6918, 6920. 
Price $9.25 


No. 6999 Deluxe Bit Name 
Kit. Consisting of No. 
6903, 6905, 6909, 6912, 
6918, 6919, 6920. 


Price $16.95 





Address___ 








City Zone___State. 








pe an oe ae am a eg 
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Dealers! WIN a FREE 


Viena Every Eclipse Mower Dealer 
hex has an Equal Chance to WIN 


Additional Prize Trips to New Orleans and Colorado 
First prize in this wonderfully easy Eclipse contest 
is a carefree, cost-free vacation in Mexico. The 
winning dealer (and his wife!) will revel in the exotic 
charms of Mexico for 7 full days. Second and third 
prizes are similar FREE vacation trips to colorful 
Colorado and historic old New Orleans. And remem- 
ber: store size or sales volume do not affect your 
chances; any Eclipse dealer—in any size town— 
can win a vacation or some other worthwhile prize. 


There’s nothing difficult or costly about having an Eclipse Try-Out Party in 
your town. We provide a complete how-to-do-it manual. You can do it alone, 
or (in larger communities) combine your efforts with other Eclipse dealers. 


The object of the Try-Out Party is simply to get your customers to operate 
Eclipse mowers in person... see for themselves how easy and restful Eclipse 
mowers are to use. 


Nothing sells quite so dramatically as a self-demonstration. You’re bound to 
get real, “live”? prospects—actually sell more mowers—-make more money. 
And regardless of the size or scope of your ““Try-Out Party’”—when you report 
on the results, you have an equal chance to win a free vacation! 


Plan now to win... mail the coupon or see your Eclipse salesman for details. 


THE ECLIPSE LAWN MOWER CO. 
Div. of Buffalo-Eclipse Corporation 
9723-A Railroad St. . Prophetstown, Illinois 


HARDWARE WORLD 





Vacation in 


Duplicate prizes to 
Sales Clerks, too! 


This contest recognizes the impor- 
tance of retail selling—by giving 
an equal prize to the manager of the 
mower department in the winning 
stores. Here, too, the wives are 


included on the free vacations! Picture-a-minute 


Polaroid 
Cameras 


In another contest there 
will be Polaroid camera 
prizes to winning mower 
sales clerks in ALL 
Eclipse sales districts— 
with duplicate prizes to 
their employers! This is 
the nationally famous 
camera that gives 
‘printed pictures in 60 
seconds from the snap 
of the shutter! 


SIMPLE 


g Have your mower sales clerk(s) fill in a simple 
“quiz sheet” and return to Eclipse. 


Hold an Eclipse Try-Out Party before July 1, 1958 
that has been advertised to the public. 


Send a written report on it to Eclipse with photos 
and proof of promotion (tear sheets, station 
affidavits, etc.). 


Keep it strictly an Eclipse demonstration—no 
other products of any kind. 


Mail Coupon Today 


THE ECLIPSE LAWN MOWER CO. 
Prophetstown, Illinois 


Yes—I want a chance at that wonderful vacation in Mexico—and the PROFIT 
from more Eclipse sales! Send me full details by return mail. 


clerks who sell Eclipse mowers. 
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M-88 Merchandiser Unit 
only $10.00 complete 


s ee 33 
with Free Display Panel I F WIN SP EEDBOR 8’ 
wood bits for all electric drills peo 
® Complete unit consists of 20 Speedbor ‘'88” ie ene ee ee mobend. 
wood bits for all electric drills in new self-selling Veuve 
Sellopak dress- “up jackets with free display panel. «a a ae 
Two each of sizes Ya, %, } Ya, %, %, % and 1”. 
One each of sizes 6, %s, %, Ys, Me and 6". 
® Buy complete unit for only $10.00. Sell bits for 
$15.00. Make $5.00 gross profit. 
® Display complete unit in only 14°4” of space on 
walls, door, peg board, end of island tables. 
® Displays complete stock on strong permanent 
hooks. 
® Panel is of sturdy all-metal construction with 3- 
color baked enamel finish. 
@ Complete unit individually packed in shipping 
container. 
Shipping Weight: 3 Ibs. 
Remember: The Irwin Speedbor *'88"' bores up to 5 
times faster with less power. 


wees eee eee te 


Get one or both Irwin Merchandisers Free 


You pay only for small display stock 
of Irwin bits in self-selling Sellopak 


Easy to mount on walls, doors, peg board, end of where they can be seen and sold. Stocks stay fresh 
island tables. The first truly modern auger bit dis- and clean for fastest turnover, bigger dollar volume 
play for the first truly modern auger bit “package— for you. You will want to put both of these Irwin 
the new and exclusive Irwin Sellopak. A combina- Merchandisers to work in your store —so order 
tion that lets you put hand and power bits on display today. Remember: The display panels are free. 


Order from your Irwin wholesaler today 


The Irwin Auger Bit Co., at Wilmington, Ohio, USA, since 1885 


Bm serve yourself... 


M-62T Merchandiser Unit 


only $10.37 complete 
with Free Display Panel 


® Complete unit consists of 13 fastest cutting 62T 
hand brace bits in new self-selling Sellopak dress- 
up jackets with free display panel. One each of 
sizes %4, Hs, %, Xe, Ya, X, %, Ko, %, He, Ye, He 
and 1”, 

®@ Buy complete unit for only $10.37. Sell bits for 
$15.56. Make $5.19 gross profit. 

®@ Display complete unit in only 1434” of space on 
wall, door, peg board, end of island tables. 

@ All metal construction with 3-color baked enamel 
finish—will last for years. 


NIM4l 


®@ Displays stock on strong permanent hooks. 


© Complete unit individually packed in shipping 
container, 


Shipping Weight: 4 Ibs. 


Remember: Irwin 62T auger bits are made with a 
balanced cutting head for fastest boring action. 
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I'll take this hammer, too! 


...and your store rings up another, bigger sale — the direct result of 


modern, display-conscious merchandising! 


People buy by impulse, when they see what they want, when they want 
it. Your Association Store Planning Engineer knows how Streater 


Fixtures can help you make more sales at a greater net profit. 


And you can pick your own price — from Streater 
THRIFT-KIT, THRIFT-BILT or FLEX-ORAMA —there’s a Streater 
method for any budget! 


MAIL COUPON TO YOUR HARDWARE ASSOCIATION TODAY | 


Without obligation, please give me more information. 


CO 





ADDRESS 





CITY. ZONE 5 3 5 | a 





BY. = 


SREY 40 “---------------------------- 


STORE FIXTURES Spring Park, Minn. Chatham, N. Y. Salinas, Calif. 
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COLORFUL NATIONAL 
ADVERTISING 


to spread “Springfield Fever” all 
‘round... LIFE... POST... 
BETTER HOMES AND GAR- 
DENS ...Aimed at more than 80 
million readers. Timed to hit 
prospects with a powerful “in sea- 
son” sales impact. Plan your local 
tie-in promotions now to make ’58 
your biggest year ever! 


PROSPECT-PULLING 
NEWSPAPER ADVERTISING 
Factory-paid ads with free dealer 


listings in scores of the country’s 
biggest metropolitan newspapers. 





Include Springfield in your mower plans 
for 58. Get your stock order in soon. 


20 


y Sparkling New 
Walking Rotary Mowers 


















FEVE 


* THE NEW : 


errno 


LG) 
OTARY TILLER 


Now ...two sales opportunities 
in one tiller line! Buy one 
chassis (separately packaged) 
and offer customers either 
exclusive Springtil tines or 
popular “Bolo” tines (each 
separately packaged). Priced 
as low as $133.45* including 
wheels, Has Quick-Lok clutch, 
adjustable depth bar, and ad- 
justable wheels, 
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joratimngrtielicl 


From the creators of the top selling Springfield Riding Lawn 
Mower comes a new sales-exciting line of walking rotary 
mowers! Styled for every pocketbook . . . feature-fashioned to 
user demands ... priced to make step-up selling easier. These 
new walking beauties with E-Z Reach Controls make the 
Springfield line even more profitable to handle. 


SPRINGFIELD SPECIAL—A full 19” 2-cycle Rotary. 
Ideal for special promotion at only $64.95* 


SPRINGFIELD SUPER—A 19” 4-cycle Rotary—top 
Seller in the low price category...only $84.95* 


SPRINGFIELD SUPREME—A big 22” 4-cycle Rotary 
that equals the top of many competitive lines... 
at dollars less...only $94.95* 


SPRINGFIELD SUPER DELUXE AND SUPREME DELUXE 
—Add the luxury and prestige of an electric 
Starter to already fine products. Obtain dollars 
more sales volume. 


{pe =] RIDING 
IS, LAWN MOWER 
The hottest riding mower sold in 1957 ...now, hotter than ever. 


Introduces two sensational new mowing luxuries that are sure to 
turn more shoppers into buyers. 


TERRIFIC NEW PUSHBUTTON CUTTING HEIGHT ADJUSTMENT 
Just press a button...tap your foot...and grass cutting height 
is changed in seconds...without tools and without getting off 
the mower.... even while you’re cutting grass! 
CONVENIENT NEW E-Z REACH CONTROLS 
All controls are in easy reach of the rider. On-off switch, 
throttle, speed shift, blade clutch,...everything nearby and 
lever-activated. 

The new Riding Mower will help “sell” the entire Springfield 
line, plus attachments, for important 58 volume. A “Big Ticket” 
profit-maker at only $279.50* 


*Manufacturer’s suggested list PRODUCTS OF QUICK MANUFACTURING INC., SPRINGFIELD, OHIO 
East of Rockies y 
F.O.B. Factory The House of Power 
For Details Circle 17 on INQUIRY CARD 
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Merchandise Now In The News es : 








125—SMALL, SMOOTH & SMART 
is this antique brass carpet sweeper, 
only half the size of regular models. 
Can serve as a fireplace accessory or 
living room valet. Excellent for 
cleaning any small space area. Deco- 
rator styling in brass with black 
steel handle boosts sales to fashion 
conscious women. — Bissell Carpet 
Sweeper Company 


126—“LITTER-BUG’S” BANE is this 
“Litter-Caddie,” permanent type 
automobile waste basket. At last a 
place for those little bits of trash 
that one is so tempted to toss from 
the car window. Hangs anywhere in 
automobile. Made of sturdy, stain- 
proof plastic in neutral off-white with 
gold and black trim.—Lake Manufac- 
turing Company 


22 


127—“PRETTY PACK” of bowl sets 
has been introduced in three color 
and design combinations. Bowls are 
available in turquoise (with a Penn- 
sylvania Dutch “butter print”) and 
yellow and pink (with a berry and 
leaf design). Bowls have integral 
spout and handle for convenient pour- 
ing. Comes in attractive pack with 
built-in handle. — Corning Glass 
Works 


128—“SPRINKLE-SPRINKLE 

little iron.” New spray-steam and dry 
iron has spray feature permitting 
homemaker to sprinkle clothes as she 
irons. Push-button spray (always 
pleasantly warm—never hot) makes 
pre-dampening of even starched cot- 
tons and linens unnecessary. Press 
button on top to release fine spray in 
path of iron, on the fabric.—General 
Electric Company 








129—FLIES WILL FLEE, when they 
discover windows are protected with 
this new, easy to handle insect screen- 
ing. Comes in pre-cut 28-32-36-inch 
widths and 66-inch lengths. Each roll 
contains complete instructions for re- 
pairing or making screen doors and 
windows. Designed to put screening 
in the pre-packaged, impulse sale 
field.—Colorado Fuel & Iron Corp. 


130—ALUMINUM “GLAMOR-AID” 
is a new polish made specifically to 
care for aluminum. Cleans, polishes 
and wax-protects any aluminum sur- 
face in seconds, without rubbing or 
polishing. Restores finish, prevents 
rust, pitting, oxidizing, corrosion and 
discoloration from weather. Non- 
toxic for use on cookware with com- 
plete safety. — Northbrook Products 
Ine. 
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For additional information on 
any item shown on these 
pages, please circle number 
on the Reader Service Card, 
facing Page 64 in this issue. 








BOO 


131—PRIVATE POOL PURIFIER is 
now offered to homeowners. HTH 
dry chlorine purifying agent was pre- 
viously only marketed through chemi- 
cal ‘and swimming pool supply house; 
but new broader distribution is to 
meet demands of home pool market. 
Keeps pool water free of bacteria. 
Available in tablet form. — Olin 
Mathieson Chemical Company 


132—“LIGHT OVERBOARD ! ! !” 
New waterproof floating flashlight is 
designed to meet the needs of boat 
owners and fishermen. Easily re- 
trieved if dropped overboard due to 
floating action. Has white luminous 
end cap that glows in dark, emer- 
gency red lens ring, bulb shock ab- 
sorber and plastic lens to reduce 
breakage possibility. — Bright Star 
Industries 
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133—“BATTERY BODY-GUARD” is 
this push-button battery terminal 
coating protector spray that helps 
protect storage battery against cur- 
rent leakage, acids and corrosion. Seal 
lasts 6-months to 1-year and tests in- 
dicate battery maintenance reduced 
up to 90%. Eliminates slow, messy 
hand applied grease method of termi- 
nal protection.—Krylon, Incorporated 


134—“WHERE THERE’S SMOKE” 

. there’s flavor. Small, portable 
electric smokehouse will smoke any- 
thing from a tray of shrimps to a 
20-pound turkey in a matter of hours, 
where it took as long as three-weeks 
in the “old-smokehouse.” Can be used 
indoors or out. Hickory chip sawdust 
is heated electrically, without flame.— 
Hickory Hill, Inc. 


23% oy te HF ES 
Nigel oS 


te 2 a. 


135—STOP ! ! ! And look at this 
new high-style general utility glove 
called “Ladyfingers.” Designed to 
add fashion excitement to the ladies 
utility glove market, the gloves are 
priced to retail from 49¢ to 79¢. In- 
cludes many patterns.—Rigel Textile 
Corp. 


136—“NEATER HEATER” is this 
compact model which heats the air 
by means of an infra-red unit that 
does not glow red. Automatic thermo- 
stat, quiet built-in fan, and mercury 
“tip-over” switch which shuts off 
heater if overturned.—General Elec- 
tric Company 


137—“PROFESSIONAL PERCOLA- 
TOR,” selling at $39.95, enables res- 
tarants, churches and clubs to enjoy 
50-cups of coffee percolated auto- 
matically. Easy pouring faucet has 
lock-open action. Both coffee basket 
and percolator have graduations. — 
Aluminum Goods Mfg. Co. 
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fully guaranteed 


STOCK UTICA and you'll be selling industry’s finest line of quality hand tools. They have the name! 
Utica pliers and wrenches are drop-forged for rugged strength! Induction hardened at the points 
of greatest wear—jaws and cutting edges—for extra toughness! Extra long life! And like all 
Utica hand tools, they are backed by FAMOUS FULL GUARANTEE. For complete information 
write for 32-page catalog or have your Utica representative call. 


SELL GTICA xvre 


Hallmark of Quality since 1895 
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OVER 1000 WRENCHES, PLIERS AND OTHER HAND TOOLS! 


ATALERST ET 


the tools the egoerts use 


UTICA DROP FORGE & TOOL DIVISION, KELSEY-HAYES CO., UTICA 4, NEW YORK 
For Details Circle 18 on INQUIRY CARD 
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THE BRUSH 
YOUR 


dy Cen 


HAVE BEEN 





WAITING FOR 


156—“FINDING FINDINGS” can be 
a chore when they are scattered 
through numerous small drawers. 
This metal findings (snap hooks, eye- 
lets, etc.) kit contains in a concen- 


® \ | trated area all the accessories needed 
PELEDY- LEAN \ | to complete projects with the firm’s 
i | “eraftstrip.”—X-acto, Inc. 
DISHWASHER eres 


Here’s the Dishwashing brush : PENETRATING OM 
that’s a natural for fast, profitable = 
sales . . . the newest and hottest 
item in the fast-selling and profit- 
able line of Oxco brushes. Speedy- 
Clean sells the ladies on an entirely 
new concept of dishwashing. Helps 
keep hands out of hot, harsh dish- 
water; helps keep hands soft and 
lovely. Washes dishes, glasses, 
silverware, pots ’n pans faster, 
easier, better. 




















157—“DON’T OFFEND,” use this 
®@ Priced for full retail profit and fast sale penetrating oil which dissolves rust, 
—98c each stops squeaks, stops corrosion and is 


° “deodorized.” Cans feature reversible 
@ Springy, hygienic SARAN bristles spout which up-ends into the can for 


®@ New, unbreakable handle in solid pink or yellow positive sealing when not in use. 
@ Modern, Attractive Displays HELP YOU SELL Many sizes available-—John Sunshine 


Chemical Co. 


DISPLAY PACK 
Six Speedy-Clean 
Dishwashers (3 
yellow, 3 pink) pro- 
tectively packaged 
in stand-up display. 
Just insert colorful 
top sign and start 
to sell. 


BULK PACK 
1 doz. Speedy- 
Clean Dish- 
washers, each 
carded... for 
hang-up dis- 
play. Ideal for 
mass or jum- 
ble display. 





158—“GOT A SCREW LOOSE?” 
Tighten up any loose screws, or an- 
chor screws to hold fixtures in walls 
with “Philplug.” Chemical prepara- 
ADVERTISED tion is moistened with water and in- 

OX FIBRE BRUSH COMPANY, INC. | serted in hole to anchor screw per- 

OCTOBER issue (out Sept. 20) saeoericx oleblehed /E&¢ manviano manently. Immune to heat, cold, vi- 
bration, ete-—New England Carbide 


Tool Co. 
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Quick SERVICE MERCHANDISER 


Everybody Profits... more sales in less space 


mase-es te NEW MERCHANDISER, NEW PACKAGE, MAKE 


EXAMINED A COMPLETE, INTEGRATED TAPE RULE DEPARTMENT. . . 
WHILE IN Pht . , P . . cia 
PACKAGE “ an attractive, substantial, stocking-selling merchandiser and a mini- 
New package is colorful, g " mum balanced assortment of Lufkin White Clad Mezurall tape rules 
informative, displays , in the new Self-Demonstrating package ... all are yours for less 


we ae oo than your regular cost for the tape rules alone. 
bins. Pilferage-free . . SELF DEMONSTRATING 


ideal for self service PACKAGE 
THIS IS YOUR BALANCED W600 ASSORTMENT 


REGULAR (12° WIDE) MEZURALLS 


W926 6 Foot @ $ .98 

gs re) W928 8 Foot @ $1.19 

ip W680 Merchan- fants J a W9210 10 Foot @ $1.49 
diser is of rugged steel : : <» W9212 12 Foot @ $1.89 


construction. Beautifully 
lithographed display HANGS ON WALL OR v4 
siestdik tees caida tee PEGBOARD SUPER (34 WIDE) MEZURALLS 


free standing display in- W9310 10 Foot @ $2.38 
cluded. Occupies only ean: W9312 12 Foot @ $2.89 
11%” x 21” of wall i 


eam wih? ie > TOTAL LIST PRICE $40.00 
counter space. % j 1 W601 Merchandiser ($3.50 Value) N/C 


your cost (Less 35%) .... $26.00 


W601 Merchandiser Only Available at $3.50 


STANDS ON COUNTER OR 
SHELF 


a 
ORDER FROM YOUR WHOLESALER 


THE [UF KIN RULE COMPANY ee 


(| We are an industry spomser | f 
SAGINAW, MICHIGAN La) Advanced Course in 
Hardware Retailing 
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TRU EMPER. 


1623 Euclid Avenue 
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ace Temor® 


ROCKET 
HAMMES 


GIFT BOXED AGAIN 





WITH CHRISTMAS DATING 


Rocket Tools Featured in IRHA 
Family Gift Center Promotion 


This season—as in 1956—shoppers will find it hard 
to resist the appeal of these ‘‘perfect gifts for men.” 


These are the tools that have been heavily ad- 
vertised in the Post, POPULAR SCIENCE, POPULAR 
MECHANICS, and other national magazines. And 
they’ll have extra promotion in the 1957 IRHA 
FAMILY GIFT CENTER promotion kit with tie-in 
display and point-of-sale material. 


Attractive gift carton design is not limited to 
Christmas; it can be featured year round for any 
gift occasion. 


You can buy now from your True Temper whole- 
saler and pay later under his Christmas dating plan. 


ROCKET HAMMER 

Shock-absorbing handle is a chrome-plated tube 
of boron-alloy steel, with a neoprene nonslip 
cushion grip. Octagon pattern head is locked 
to shaft; will never loosen or fly off. It’s the 
finest hammer made. No. A16X with 16-oz. head. 
No. A13X with 138-o0z. head. 


ROCKET BELT AXE 

Same features as ROCKET hammer, plus a handsome 
saddle-leather sheath. The most durable, most 
beautiful, most wanted belt axe a sportsman could 
ask for. Full-polished head has a keen edge, handy 
nail slot. No. ABAX. 


JET ROCKET BELT AXE 

Built like the ROCKET belt axe, except for jet 
black finish on head, red trim, black cushion grip. 
Saddle-leather sheath. A handsome tool at a low 


price. No. BBAX, 


You Can Look to for Leadership 


Cleveland 15, Ohio 
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NEW PRODUCTS 


159—HOLIDAY HI-LITES will be 
added by the use of this “Glitter Kit”. 
Two tubes of quick-dry colorless glue 
are flanked with large vials of glitter 
dust. Adds easy decorative touch to 
place-cards, gift wraps, ornaments, 
etc.—Borden’s Chemical Division 


ee ta “si 
PR a Pe ewe 


160—A TISKET-A TASKET here’s a 
novel basket. Milk-white ovenware is 
fitted with imported serving baskets. 
Buffet Server has three separate 
deep casseroles and covers. Sea-Food 
Server is suitable for baking fish and 
sea-food dishes.—Thatcher Glass Mfg. 
Co., Ine. 





161—BREAKFAST BAR BEAUTIES 
are these new 30-inch high stools. De- 
signed to augment the manufacturers 
present line of 24-inch stools. Up- 
holstered in western-brand pattern 
“BoltaFlex”. Trim is bronze with 
step ring and legs in nickel chrome. 
—O. Ames Company 
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NEW! protit with another 
Campbell Chain EXC/usive / 


N 
Blue Cemper 


PRE-CUT, PACKAGED CHAIN 


@ 3/16", 1/4”, 5/16", 3/8” Proof Coil 
Chain . . . in lengths of 10’, 15’, 20’, 


50’ and 100’ . . . in attractive self- 
service packages. 


@ Instantly identified by the rich blue 
color... tempered right into the chain. 


Now, for the first time chain moves from 
the back room to the front counter. No 
cutting, measuring, wrapping. . . over 
25% of your saies are in these pre-cut 
lengths. Stays clean and easy to handle. 


Stock a representative selection and 

watch impulse buying make chain 

buyers out of ‘“‘shoppers.’’ Start selling 

Campbell ‘‘Blue Temper’’ Chain today. 

Contact your Campbell distributor or 
PATENT APPLIED For Write direct for details. 


Pre-Cut, Packaged Chain also available in Hot Galvanized 


CAMPBELL CHAIN Company 


York, Pa.—W. Burlington, lowa 
Portland, Ore.—Sacramento, Calif.—E. Cambridge, Mass. 


Makers of the famous Lug-Reinforced Tire Chains 


CAMPBELL 
CHAIN 
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Gold Stripe Reinforced. Nylon re- 
inforeed virgin vinyl with ex- 
clusive low-temperature flexibility. 
Carries Commercial Standards Seal 
of Quality. Available in 3 lengths 
and 3 sizes. 50 ft., full 4% in. inside 
diameter, only $8.95. (list price). 


Order the new Borden’s 


Realite Transparent. A bantam- 
weight beauty with full-flow brass 
couplings. Extremely rugged virgin 
vinyl. Carries Commercial Stand- 
ards Seal of Quality. Available in 4% 


Dure-Tred. Tough nylon and viny! 
3-ply construction combines high 
quality with economy. Patented 
brass “Shurlok”’ couplings. Avail- 
able in 4 sizes and 3 lengths. 50 
ft., full % in. inside diameter, 
only $7.95. (list price). 


Gold Stripe Triple Spray Sprinkler. 
The finest sprinkler made. Virgin 
vinyl with patented multiple tube 
design. Sprays gentle pattern 25 ft. 


in. inside diameter and all lengths. 


50 ft., only $7.95. (list price). 


wide over entire length of sprink- 
ler. 50 ft., only $4.95. (list price). 


Why you should stock BORDEN’S RESINITE line of Hose and Sprinklers! 


e they combine top quality with the newest fea- 
tures in hose manufacture. 


ea complete line with a full range of inside di- 
ameters and lengths. Top quality virgin vinyl 
products as well as tough, durable economy 
hoses. 


e the most realistic guarantee policy in the busi- 
ness . . . every product is backed -by the 
BORDEN name. 


¢ an unconditional “accidental damage” hose re- 


Ww 


turn policy with a history of complete customer 
satisfaction. Any damaged Resinite Gold Stripe 
hose will be repaired or replaced by the factory 
for only $1.50. Sprinklers for only $1.00. 


e the tops in dealer service. Fast delivery from 
the only hose manufacturer with plants on 
both coasts. 


BORDEN’S RESINITE products are backed by 
national advertising and special traffic-building 
promotions like BORDEN’S GARDEN FESTIVAL. 


Don’t miss the profits you can make with “‘Borden’s Products for the 
Home Handyman.” Place your “future” order for Resinite Hose and 


Sprinklers NOW! Call your Borden supplier or mail coupon today. 


Copyright 1957, The Borden Company. 
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Resinite’ plastic hose and sprinkler line now! 
Cash in on this nationwide Spring promotion 


OFFER to your Resinite Customers during 
BORDEN S GARDEN 


“HOME 


K Powerful 


National Advertising 


This ad in the June, 1958 issues 
of THESATURDAY EVENING POST, 
BETTER HOMES AND GARDENS, 
SUNSET, POPULAR GARDENING 
and FLOWER GROWER will tell 
over 25million home gardeners 
about this exciting free offer. 


FESTIVAL 


(May 24 to June 21, 1958) 


Here’s how it works: 

Every one of your customers who buys 50 ft., 
or more of Resinite Hose or Sprinklers during 
Borden’s Garden Festival gets a $1.00 package 
of “‘Borden’s38” FREE. Any “green thumber” 
in the market for a plastic hose or sprinkler 
will snap at this free offer. All you have to do 
to make sales is to display the Resinite Hose 

j 


+ 


+ New Borden Emblem 


This nationally advertised emblem tells everyone 
that you handle “‘Borden’s Products for the 
Home Handyman.” Put your decal on the 
window or door. It helps you sell Resinite 
products and Elmer’s® Glues and Cements 

» all year long. 


Bordens Products| 


FOR THE 


HANDYMAN 


The Borden Company 
Chemical Division 
350 Madison Avenue 
New York 17, New York 


NAME. 


line. Nothing for you to handle. There'll be 
coupons in hard-hitting national magazine ads 
and on store displays available to you. Your 
customer sends us the coupon, along with his 
sales slip and Resinite guarantee tag, and we 
mail the “38” direct. Don’t miss this oppor- 
tunity for greater hose profits. 


SEvener Display Sells for 
You... Saves You Work 


Colorful counter display unit 
with coupons explains offer . . . 
makes hose sales for you. Dis- 
play holds sample of ‘‘Borden’s 
38” which is yours after pro- 
motion. Eye-catching ma! woe 
streamer pulls in customers. 


i, gee 
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Borden's Garden Festival. 
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Mail to address nearest you: 


The Borden Company 
Chemical Division 
P.O. Box 1589 
Santa Barbara, California 


Please rush the name of the Borden Supplier nearest 
me. | am interested in tieing in with the BORDEN 
GARDEN FESTIVAL. Please send complete details to: 





ADDRESS. 
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——By N. R. REGEIMBAL 


for WESTERNERS 





Chilton News Bureau, Washington, D. C. 


Western Congressmen Lead Fight for Quick Action 
By Government to Bolster Sagging Home Building 


Western builders—and the businessmen selling to them, includ- 
ing hardware dealers—are complaining that the Administration is 
moving too slowly to fully use powers just granted by Congress to 
aid the slumped home-building industry. 


A group of California con- 
gressmen are pressing the Pres- 
ident to use all the powers in 
the 1957 housing bill as soon as 
possible. They fear that if ac- 
tion isn’t taken quickly, it 
won’t come in time to help the 
Western building industry even 
by next spring. Joining the ap- 
peal are Reps. John J. McFall, 
Clair Engle, John Moss, Harlan 
Hagen and B. F. Sisk, all Demo- 
crats. 

The new housing bill permits 
housing officials to reduce the 
minimum down payments on 
FHA-insured homes. But more 
important, the builders say, are 
provisions for $1.5 billion in 
new authority for the govern- 
ment to pump funds into the 
home mortgage market. 

This fresh supply of mort- 
gage money is particularly 
needed in the West where sav- 
ings have not kept pace with the 
demand for capital, and where 
other investments have made 
home loans less attractive to 
lenders. The Westerners also 
backed an increase in the maxi- 
mum interest which could be 
charged on government-insured 
home mortgages. 

New housing starts in the 11 
Western states in the first three 
months of this year totaled only 
56,400, compared with 65,000 in 
the same period last year, the 
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government reports. In March, 
Western housing starts were 
down to 20,700, a dip of 4000 
under the same month last year. 
Nationally, housing starts in 
June dropped to an annual rate 
of 970,000 units, compared with 
a high of 1.32 million in 1955. 


POST EXCHANGE competi- 
tion with private merchants, 
planned for a hefty increase by 
the military, has been slowed— 
mainly by their own overly-am- 
bitious actions . . . Congress, 
ready to go along with a pro- 
posed expansion in inventories 
and price ranges, balked at a 
planned “test”? of interest-free 
free credit at exchanges at two 
Air Force bases, one in Cali- 
fornia ... Result is that credit 
won’t be offered, and the ex- 
change management is in the 
congressional dog house. 


FREIGHT RATE HIKES just 
won’t stop. The Railway Ex- 
press Agency is now asking the 
Interstate Commerce Commis- 
sion for a nationwide boost of 
15 percent in rates, to apply to 
both “cargo” and smaller ship- 
ments ... In the past five years, 
increases totaling 37 percent 
have been granted the Agency, 
including an 11 percent hike in 
the East in June... The Agency 
says continually rising costs, 
particularly in wages, causes it 


to run a deficit each year. Rates 
for several classes of mail, in- 
cluding registered packages, 
certified mail, mail orders, and 
other services used by business- 
men, were recently hiked by the 
Post Office from 30 to 200 pct. 


RECREATION and sporting 
goods equipment sales are get- 
ting a tremendous boost from 
the growing state and national 
park system .. . Government 
figures show some 200 million 
persons visited state parks last 
year, and another 55 million 
visited national parks. Western- 
ers have the support of the 
Interior Department for a pro- 
posed National Outdoor Recrea- 
tion Resources Review Com- 
mission to study recreation 
facilities and use and map long- 
range development plans .. . 
Reps. Engle and Miller of Calif., 
and Porter of Ore., are among 
the backers of the plan. 


FERTILIZER and _ pesticide 
sales should be good in the West 
in the months ahead, the gov- 
ernment predicts . . . Fertilizer 
sales have increased 120 percent 
in the past 10 years, and their 
use is continuing to increase... 
Production of all types of pesti- 
cides rose 12 percent in 1956. 


WESTERNERS IN THE 
NEWS include Joseph M. Cul- 
len, a native of Anaconda, 
Mont., and long-time resident of 
San Francisco, as the new Di- 
rector of Internal Revenue at 
San Francisco, and Elmer F. 
Bennett, a native of Colorado, 
now an assistant to the Secre- 
tary of the Interior in Wash- 
ington. 
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for Better 
Values 


Packages for Shelf Chain Items 


All AMERICAN CHAIN shelf items now 
come in attractive blue-and-gold pack- 
ages (see above) which make it easy for 
you and your salespeople to locate any 
packaged chain item in seconds. The 
colorful packages on your shelves and 
counters will attract customers and 
build chain sales for you. 


New ACCO-PAILS 


ACCO-PAILS of Proof and BBB Coil 
Chain make attractive displays on 
counters, or in any store location. 
Newly-designed labels now make them 
brighter and more colorful. Labels are 
in standard industry colors for instant 
identification: GREEN for Proof Coil 
Chain, RED for BBB Coil Chain. 


5 “de | 
New Cartons ~ 
for Quick Identification 

These new ACCO cartons, used for 
packing many shelf-item packages as well 
as certain bulk items, are self-identifying. 
Each has an all-around ACCO design in 
blue and gold—and each is clearly labeled 
as to its contents. Very handy to stock, 
store and display. 


Steel Drums 
for Bulk Chain Selling 
Sturdy steel storage drums, with 
readily removable tops, are used for 
ACCO Proof Coil, BBB Coil, High Test 
and Alloy chain. Each drum now bears 
a colored label for easy identification. 


Why Acco’s new packaging 
program means easier, 
faster chain sales! 


Never before has any sales-stimulating idea presented hardware 
dealers with greater opportunities to increase their chain volume 
than has ACCO’s great new packaging program. 

Now the entire American Chain line of hardware-store products 


is packaged in distinctive containers that make it easy for the 
customer to select exactly what he wants, quick as a flash. And 


Newly Improved 
Chain Sales-Maker 
The convenient, popular ACCO CHAIN 
SALES-MAKER has been improved by the 
addition of a quick-action cutting bar, 
which permits snipping off just the length 
of chain desired. Saves time and steps. 
With the attractive Chain Sales-Maker, 
you can display a wide assortment of 
chain in very little floor space. Your cus- 
tomers can see and feel the chain—and 
buy it! 

The Chain Sales- Maker is shipped 
complete with your choice of several chain 
assortments (ask your Distributor about 
these); chain comes on reels; packaged 
refills, on reels, available. Illustrated is 
Assortment 38, our most popular one. 


Assortment No. 38 (7 reels) 
175 Ft. 2/0 Tenso Chain, Bright Zinc Plated 
125 Ft. 3/0 Lock Link Chain, Bright Zinc Plated 
200 Ft. 3 Tenso Chain, Bright Zinc Plated 
75 Ft. 2/0 Twist Machine Chain, Bright Zinc Plated 
100 Ft. 35 Sash Chain, Bright Zinc Plated 
200 Ft. 1/0 Brass Safety Chain, Bright Finish 


the ACCO packaging enables you, the dealer, to locate desired 200 Ft. 16 Double Steel Jack Chola, Bright Zinc Plated 


items in seconds... to display your American Chain stock in a 
neat, effective, inviting manner... to control your inventories 
more easily ... and finally, to sell more chains in less time and 
with less effort. 

Typical packages are pictured on this page: boxes, cartons, 
steel drums, ACCO-PAILS and the quick-action ACCO Chain Sales- 
maker. All containers are labeled in bright colors for instant 
identification of the ACCO brand name, also of the contents of 
the container. 

All these ACCO packages have high impact and recognition 
value. They not only identify the merchandise, but help identify 
your store as headquarters for the very best in chain quality and 
value— American Chain! 


Order through your American Chain Distributor 
He is willing and able 
to give you prompt chain service at all times 


American Chain Division 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 
* Indicates Warehouse Stocks *Portland, Ore., *San Francisco 
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NEW DBeSSTON MERCHANDISER 
SENDS HAND SAW SALES SOARING! 


Here’s the answer to hand saw merchandising: 


@ Holds 16 saws of all lengths 


set © # 


@ Rotates for easy selections 


” 
’ 
* 
. 
. 
* 
4 
. 
- 
’ 
* 


: @ Space-saving—only 41’’ x 19°" 
@ Mounts on peg board or plain wall 


@ Permanent, welded metal construction 


sas Cee eS eS eee 
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Here’s the new, attention-getting answer to your 
hand saw merchandising problems! Packed with 
eye-appeal, this striking Disston Display unit 
attracts customer attention immediately. And—it 
makes saw buying easier for him. 


C nik wl 6 oe 6 EEE BS 
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Display your entire range of Disston Hand Saws 
in one compact, colorful revolving rack. This eye- 
appealing Disston Hand Saw Merchandiser makes 
sales easier for you... because it makes buying 
easier for your customers. 


At a cost of only two saw sales, you get this 
handsome Disston Display unit. 


As a bonus, you also receive 1 D-23 26x 8 pt. 
Hand Saw and 1 C-1 (Countryside) 26x 8 pt. Hand 
Saw. When sold at your regular retail price, these 
two saws recover the approximate cost of the 
Display unit, $17.85. To get your Display unit at 


this low price, you must order it with the D-57 
Saw Assortment. 


And...here’s what you in the D-57 Saw Assortment: 


1D-8 —26"’, 8 point 1 D-95—26"’, 8 point 1 M-1—26"’, 8 point 
2 D-23—26"', 8 point 1 D-23—26"', 5% point rip 1 R-1 —26"’, 8 point 
1 D-23—26"’, 10 point 1 D-23—24"’, 10 point 1 T-1 —26"’, 8 point 


ORDER TODAY FROM YOUR WHOLESALER 


JBI. JK JPORTER COMPANY, INC. 


Henry wt Sf FC ™ iw?) Ss § ow 


Divisions of H. K. Porter Company, Inc.: Cleveland, Connors Steel, Delta-Star Electric, Henry Disston, Leschen Wire Rope, Quaker Rubber, 
Refractories, Riverside-Alloy Metal, Vulcan Crucible Steel, W-S Fittings, and H. K. Porter Company (Canada) Ltd. 
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Sacramento Store Ups Electric 


Housewares Sales by Exploiting... 


TABLE TOP COOKING 


HERE is a glittering oppor- 

tunity for the hardware re- 
tailer to step up sales in the 
electric housewares department 
in the trend toward “table top 
cooking,” according to Mrs. F. 
Dittmer, housewares buyer at 
Shorrock’s Hardware Company, 
Sacramento, California. 

For the past year, Mrs. Ditt- 
mer and all salespeople in the 
75-year-old Sacramento store 
has continuously pushed the 
“Cook On Your Table Top 
Theme” as a thoroughly prac- 
tical means of lightening the 
housewife’s food preparation 
load. Stressed are electrical fry 
pans, deep fat fryers, miniature 
electric ovens, sandwich grills, 
coffee makers, hot plates, etc. 
Currently, there are an even 
dozen electrical cooking appli- 
ances which operate with amaz- 
ing efficiency right on the table 
where the food is to be con- 
sumed, Mrs. Dittmer pointed 
out, and as rapidly as one house- 
wife is sold on using them, she 
can be counted upon to create 
immediately new prospects. 

For that reason, a three-point 
promotional program has been 
set up at the Sacramento store. 
This is designed with one end 
in view—which is to sell a larger 
volume of top, nationally adver- 
tised table top cooking appli- 
ances, all at full list price, and 
“selling above the competition.” 

The merchandising ammuni- 
tion which has been marshaled 
for the purpose includes a con- 
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tinuous newspaper advertising 
program, a separate “active dis- 
play” at the front of the house- 
wares department where every 
entering customer is bound to 
see it, and a vigorous suggestion- 
sales program in the hands of 
store salespeople. 


Consistent Advertising Helps 


The advertising program is 
rotated steadily through sub- 
urban weekly newspapers as 
well as daily newspapers, featur- 
ing one table top cooking appli- 
ance at a time for the most part. 
Excellent cooperative help from 
manufacturers has made the 
steady barrage of newspaper 
ads possible and at the same 
time insures such consistency 
that any housewife, weary of 
the many steps between the 
family dinner table and the 
kitchen, is bound to read the ad 
“sooner or later.’”’ All of the ads 
are colorful, eye-catching 
sights, with a cut of the appli- 
ance and an invitation to come 
in for a demonstration. 

Each variety of table top ap- 
pliance is shown on a conve- 
nient table at the front of the 
store, ready for immediate oper- 
ation, and flanked by a complete 
table setting, which “tells the 
cooking story at a glance.” All 
salespeople have been trained in 
the operation of skillets, deep 
fat fryers, etc., to show the cus- 
tomer that practically every 
item on the menu with the ex- 


ception of those which require 
refrigeration can be cooked “on 
the spot.” The store pays little 
attention to the usual intense 
price competition which exists 
in electrical housewares, inas- 
much as to date most of the 
table top specialties are pro- 
duced only by brand-name man- 
ufacturers and offer only a fair- 
traded price. Putting full em- 
phasis on the service and quality 
guaranty which accompanies 
each appliance is usually enough 
to outweigh the few dollars be- 
tween “off brands” and nicely- 
accepted favorites. 

Mrs. Dittmer and her sales- 
people make an issue of the 
point that “there has been a real 
revolution in home _ cooking 
methods. It’s a new idea with 
most housewives,” Mrs. Ditt- 
mer said. “Once they get 
started, however, we have 
found that housewives prefer 
doing as much food preparation 
and cooking on the table as pos- 
sible and where the table top is 
too crowded, we can sell a cas- 
tered service table or cart to do 
the same job right alongside the 
table.” 

Net results from an average 
of five newspaper ads per week, 
the attractive display at the 
front of the store, and intense 
personal salesmanship on the 
part of the store staff has been 
an equally sharp increase in 
overall electric housewares 
profit. 
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“TOY CIRCUS” IS CO-STARRED WITH HARDWARE ON FRONT OF THIS LONG BEACH STORE 


TOYS ARE PROFITABLE 


Large Child Population Makes Toys Desirable to Lure Family Trade 


INCE opening in March 1951, Rose’s Hard- 
ware and Toy Circus, Long Beach, California, 
have pushed toys. Today finds 15 per cent of their 
investment in toy merchandise, which is dis- 
played in its own area. This area is 30 ft x 50 ft, 
with the rest of the store being 110 ft x 50 ft. 

“There are two main reasons for our large toy 
section,” states manager-buyer Richard H. Quinn. 
“Our store is located in a large new residential 
section. There are thousands of houses in our 
trading area, which were not here prior to 1950. 
Most of those persons living in them are younger 
couples, which means children. 

“Toys have a decidedly attractive mark-up. 
And, too, toys stay in style long enough that the 
entire stock can be moved. There are a few novel- 
ty lines whose popularity drops off fast, but al- 
most without exception the hand writing can be 
seen long enough in advance.” 

Rose’s Hardware & Toy Circus has clerks who 
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are assigned to the toy section. While they can, 
and do, wait on customers for the entire store, 
they put in most of their time in the toy section. 

There are two advantages to this system, ac- 
cording to Mr. Quinn. He has found that toy cus- 
tomers like a clerk to remember not only them, 
but their children. By having the same clerks in 
the toy section, this is more easily accomplished. 
The clerk is, of course, more familiar with the 
stock and the needs and likes of the customers. 
As a result, such a clerk can come up with larger 
sales. 

Speaking of sales, Mr. Quinn surprised the 
reporter for HARDWARE WORLD when he said, “We 
have about 25 customers who spend $300 to $500 
each on toys every year, year after year. Our 
selection is so good that some of these good cus- 
tomers who have moved as much as 30 miles away 
still return to us.” 

Advertising for the store is conducted mainly 
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by local newspaper and a “throw-away-shop- 
per.” Approximately half the ads get toy men- 
tion, with the ad usually driving home the 
thought that the toys at Rose’s are superior. 


Selection of Wholesaler Important 


“My main advice to any retailer intending to 
put in a toy department,” states Mr. Quinn, “is 
to get one good jobber and stick to him. Forget 
all the others. 

“By conducting your buying this way, you ac- 
complish two things. Second is lower price. But 
the first and most important is the service you 
get on short and new items. 

“Many toys go over with the youngsters so 
suddenly that a manufacturer can’t supply the 
demand. The jobber has to sell them on a limited 
basis. But to his good accounts, like us, he'll 
stretch a point and let the good account have 
more percentage wise than he’d otherwise receive. 

“Also, the salesman representing the jobber 
can keep the buyer posted about hot items as they 
start to move. We often get a phone call on a new 
toy, suggesting we put in a stock—even though 
we’ve not seen a sample. This is to our advantage. 
It is not to be confused with high-pressure sell- 
ing on the part of the jobber; for when a good 
account is exclusive, the jobber leans over back- 
wards to give that account the best of service in 
every respect.” 

Rose’s is a busy store. Since November 1956 
it has been a self-service, on a limited scale. 
During the week there are seven employees, in- 
cluding Mr. Quinn. Saturday and Sunday finds 
ten working the floor. Yes, this store is open 
Sundays. 


Sunday Opening Helps 


Why open Sundays? Their type of customers 
are mainly out working during the week, and so 
have only Saturday and Sunday to buy—and to 
work around the home, doing work which cails 
for items from a hardware store. Because of the 
many youngsters, most mothers find time only for 
grocery shopping. This leaves it up to Dad to 
shop for hardware and toy items, which he must 
do of a week end. 

We all know Christmas is the big time for toys. 
But what about toy sales during the rest of the 
year? 

Pushes Credit 


“We do 25 per cent of our toy sales in Decem- 
ber,” explains Mr. Quinn. “We start in August 
to push our Lay-Away-Plan for Christmas gifts. 
The peak for the Lay-Away-Plan is October, and 
it tapers off rapidly from then to Christmas. We 
usually ask for 10 per cent deposit. 

“If the customer suggests paying the balance 
in payments, we try to switch from the Lay- 
Away-Plan to a Credit Plan. Our books are easy 
to keep under the credit plan. 

“Our other 75 per cent of merchandise sold is 
other than Christmas. The toy department is 
active all the time.” 
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MANAGER RICHARD H. QUINN is shown in a small 
section of the toy department, which also features sport- 
ing goods for the young athletes. 


The retailer looking for increased profits will 
do well to consider toys. Not only for the actual 
profit from toy sales, but because of the addi- 
tional customers drawn into the store because of 
the toys. Most of these customers become cus- 
tomers for other departments. 





Why toys are profitable at... 
Rose's Hardware & Toy Circus 


Check these facts against your own records to 
get ideas to improve your toy profits. These toy 
facts are from Rose’s Hardware, Long Beach, 
California: 


DinealeebGhs: .< Sy: dank. etwans 15 per cent. 
Se Ce ee 30 by 50 feet. 


Market area: 30 miles. 


Big ticket? sales. . <i..0cecvce 25 customers buying 
$300-$500 in toys 
each year. 


Buying source: .....<iccesies one wholesaler. 


December sales: ............ 25 per cent of 
year’s total. 
Lay-Away-Plan 
Selling months: start in August, 


peak in October. 
Down payment: .......... 10 per cent. 








Junior Chef 
Cooking School 


... "Cooks Up" Sales 


Coertificate of Merit 


In recognition of the smece 


wufeed completion of the 


Bunior Chef Course in Baking and Pastry Making 


Ernst Hardware Co. and Argo Industries Corporation 


For Washington 
Retailer 


TAGING a “Junior Chef 

Cooking School,” which of- 
fered girls from four to 12 
years of age practical instruc- 
tion in several aspects of home 
cooking, was a clever promotion 
which set several sales records 
recently for Ernst Hardware 
Company, Seattle, Washington. 

The stunt, aimed primarily at 
increasing housewares volume, 
actually paid dividends in in- 


creased volume throughout the 
entire store, according to the 
Ernst management. “It’s the 
first time in which a cooking 
school went down into the pre- 
school age groups,” it was 
pointed out, “and we found 
mothers far more impressed 
with the idea than we had ex- 
pected.” 

Under the plan, mothers of 
girls from four to six years, six 


are pleased to present this corlipronte and aaard te 


Max 


and to conipliment the fone bakeng and pastey makung wilh 
Bunior Chef’ Ready-Mix Baking Sets 


thes 


ame Daugh 
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to nine years, and nine to 12 
years, were invited to register 
their daughters, with a news- 
paper ad announcing the forth- 
coming school, and warning that 
the classes would be limited to 
35-45 “students.” News of the 
announcement spread swiftly, 
with the result that all classes 
were “booked” up within a few 
days. As an instructor, Ernst 
Hardware Company offered 


BUSY BAKERS 
(Junior Grade) are 
learning how to be- 
come the homemak- 
ers of tomorrow by 
learning some se- 
crets of cookery in 
Ernst Hardware 
window in Seattle. 
Those who com- 
pleted the “Junior 
Chef Cooking 
Course” received a 
“Certificate of Mer- 
it” as shown at top 
of page. 
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June Smith, a veteran demon- 
strator, who has a particular 
flair for instructing children. 
She utilized toy cooking sets, 
and each girl got an opportun- 
ity not only to watch demonstra- 
tions and listen to practical 
theory, but likewise to try their 
own skill. 


At Ernst Hardware Com- 
pany’s Northgate store, a space 
directly behind the main display 
window was used for the class- 
rooms, permitting passersby to 
watch the youngsters at work. 
Typically, Ernst Hardware 
Company used a display table to 
set up a battery of miniature 
electric roasters in which classes 
turned out miniature cakes, fol- 
lowing actual recipes. 


The classes, which lasted one 
hour, were designed to teach all 
aspects of “good kitchen man- 
agement,” beginning with a con- 
ducted class in proper cleaning 
of hands before handling food 
ingredients and utensils, follow- 
ing a demonstration by Miss 
Smith at the main table, while 
the youngsters at other tables 
followed suit using ingredients 
in smaller portions, of course. 


To lend additional emphasis 
to the plan, Ernst Hardware 
Company footed the bill for 
miniature chef aprons and caps, 
which were de rigeur for each 
student. Toy pans, roasters, 
skillets, and miniature size 
knives, forks, and spoons, went 
to each youngster as well. 

The classroom was set up in 
the large store window, using 
children’s small table and chair 
sets. The store had these sets for 
sale and they were all sold be- 
fore the school was over. On 
completion of the baking a quiz 
session was held to review what 
the children had done. A “Cer- 
tificate of Merit” was presented 
to each child participating. 


Every youngster in each age 
bracket had an opportunity to 
mix, bake, frost, and decorate 
a cake one-eighth the size of the 
standard model and received 
not only the cake as a prize, but 
likewise their cap and apron 
sets. Thus, 120 youngsters 
turned out an equal number of 
cakes—some of which, ad- 
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mittedly were a bit on the flat 
side—while 120 families were 
introduced to every department 
through the store. 

Actual housewares sales in- 
crease was better than 15%, ac- 
cording to Miss Smith, with a 
similar pick up in the toy de- 


partment, where the miniature 
cookware was sold, sparkling in- 
creases in sporting goods, tools, 
electrical supplies, etc., as proud 
parents brought their children 
in for the “cooking school,” and 
wound up making extra pur- 
chases. 





Customer Signatures on... 


Lawn Mower 
Testimonial Board 


SIMPLE advocation of the 

“testimonial” type of selling 
in merchandising of power lawn 
mowers has set new sales rec- 
ords during the past two years 
at Robinson-Gardner Hardware 
Company, in Pueblo, Colorado. 
Charles N. McMahan, owner of 
this largest of Pueblo hardware 
stores, is proud of the fact that 
not only was his unit volume 
more than doubled, but also the 
bulk of power lawn mower sales 
for 1955 and 1956 were in bet- 
ter price, top-quality lines. 

Terms of the plan are sim- 
plicity itself. Knowing that in a 
smaller city such as Pueblo, the 
average person is well ac- 
quainted with a large sector of 
the population, Mr. McMahan 
has simply capitalized on human 
nature by posting a sign directly 
above the power lawn mower 
display, just inside the entrance, 
which lists owners of his top 
power lawn mower line. The 
“sign,” mounted in a 214x214 
foot frame on a post above the 
raised platform which displays 
the lawn mowers, is actually a 
thick pad with one sheet after 
another filled with the names and 
addresses of homeowners who 
have bought their power lawn 
mowers at the Robinson - Gard- 


. .- Help Colorado 
Dealer Boost Sales 


ner store. As shown, there is 
space for approximately 100 
names in two columns on the 
ruled sheet which makes up the 
sign. 


SATISFIED CUSTOMERS leave 
their signatures on this “Testimonial 
Board” at Robinson-Gardner Hard- 
ware 
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National Hardware Show, October 14-18 


AT COLISEUM IN NEW YORK, PROMISES... 


LARGEST NEW PRODUCTS PREVIEW 


EW products, new packaging, and new mar- 
keting techniques will share honors at the 
National Hardware Show, October 14-18, at the 
Coliseum in New York City. More than 40,000 
buyers are expected to attend this year’s show, 
according to Frank M. Yeager, managing director 
of the hardware show’s 12th Annual Merchan- 
dising event. 

The largest new products list in history is being 
prepared by over 1,000 leading manufacturers 
who will exhibit at the Show, according to Mr. 
Yeager. Also vying for interest will be dynamic 
new packaging concepts which will help to fur- 
ther self-selection and self-service merchandising 
methods. Many companies are expected to present 
new point-of-sale promotion to help spur the 
trend toward do-it-yourself purchasing and a 
sharp increase in impulse buying, which authori- 
ties say accounts for up to one-third of today’s 
retail sales. 

The entire Coliseum, with over 300,000 square 
feet of floor display space, is devoted annually 
to this National Hardware Show. It includes more 
than 100,000 square feet to be occupied by the 
expanding lawn, garden and outdoor living divi- 


sion. A new integrated fishing tackle division will 
be another feature of the show this year. 

Mr. Yeager has advised those who want to 
attend to register in advance. “The buyer who 
writes for show credentials,’ Mr. Yeager said, 
“will be sent an application form on which to 
check his business classification and indicate if 
he wants the show to make his hotel reservations 
for him. Upon receipt of a filled out application, 
show headquarters will mail his free admission 
badge and no further registration will be re- 
quired.” Several innovations are promised. Among 
them will be a dramatic “automatic” marketing 
of familiar, pre-packaged items in big-window 
vending machines, whereby the entire trans- 
action can be accomplished speedily and satis- 
factorily without involving store personnel. Manu- 
facturers who are conscious of the retailer’s need 
for turnover will present promotion and market- 
ing plans for many of their products. 

This show precedes the annual joint conven- 
tions of manufacturers and hardware wholesalers 
at Atlantic City. Many Western buyers, repre- 
sentatives, and manufacturers participate in this 
show each year. 


TYPICAL SCENES at last year’s show. A manikin (at 
left), representing a typical buyer asks questions. The 
model, Kathy Tynan, answers them. Conversation could 
be heard only by listening to earphones installed on 
counter in front of display. Pretty TV actress, Brook 
Palmer (above), gets undivided attention of Lewis L. 
Lawrence, vice president, Arthur B. Flowers, president of 


the Jackson Manufacturing Co., Harrisburg, Pa., when she 
demonstrates new sprayer. 


HARDWARE WORLD 





The National Wholesale Hardware Association and 


the American Hardware Manufacturers 
Association will hold... 


TWIN CONVENTION AT ATLANTIC CITY 


HIS year’s National Hardware Convention will 

be held in Atlantic City from October 20 
through 23. It will be sponsored jointly by the 
National Wholesale Hardware Association and 
the American Hardware Manufacturers Associa- 
tion. 


The first activity will be the Presidents’ Recep- 
tion at 5:00 p.m. on Sunday, October 20. This 
will be followed by the annual banquet to be held 
by the Central States Hardware Association. 


MANY WESTERNERS attended this 
breakfast last year. Typical of the 
many such events arranged for the 
four-day convention, it was put on 
by a Western manufacturer, P & C 
Tool Company of Milwaukie, Oregon. 
Company officials and members of the 
press who sat at the head table are 
seen standing at left. 
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Convention headquarters as usual will be in the 
Marlborough-Blenheim Hotel. Other cooperating 
hotels are the Claridge, Dennis, Shelburne and 
Traymore. 

The Conference Booth plan will operate Mon- 
day and Tuesday, October 21 and 22, from 2 to 
5 p.m. in Convention Hall. 

Representatives from most of the major hard- 
ware wholesalers in the West attend this conven- 
tion each year and as usual there will be several 
of them as speakers on the program. 


THE GROUP who attended the first 
organizational meeting of the 40 and 
Under Club of the American Hard- 
ware Manufacturers Association are 
shown here. This meeting was held 
in Miami, Florida in conjunction with 
the Southern Wholesale Hardware 
Association Convention this last 
spring. Earle Smith of the Gleason 
Corp., Milwaukee; and Ralph Jepson 
of HARDWARE & HOUSEWARES 
magazine were instrumental in creat- 
ing interest in the idea. The next 
meeting will be held in conjunction 
with the joint convention of whole- 
salers and manufacturers at Atlantic 
City. Purpose of the group is to foster 
an understanding of trade problems, 
and to make the “break-in” period for 
new manufacturers at the convention 
easier with the aid of greeting com- 
mittees, ete. 





Merchandising 
Paint At 
Full Mark-up 


..- Colorado 
Retailer Stresses 
Service, Quality, 
Satisfaction 


44§T isn’t necessary to resort to 

markdowns of any sort to 
sell paint, providing the store 
makes a conscientious effort to 
sell satisfaction.” That’s the 
way in which John Wear, man- 
ager of Arvada Hardware Com- 
pany, Arvada, Colorado, looks at 
paint merchandising — and the 
platform on which the Colorado 
store has built a successful paint 
turnover. 

Located in a small farming 
community some 15 miles north- 
west of Denver, Arvada Hard- 
ware Company outsells most 
“big city” hardware stores in 
the paint department and, more 
important, sells every order at 
“full list price.” There are no 
discounts of any sort, no con- 
cessions to professional painters 
or contractors, and, oddly 
enough, the store never holds a 
paint sale. 

“There are three reasons,” Mr. 
Wear said, “first, we carry a 
single first-quality, better-priced 
paint line, which has a well-es- 
tablished integrity and which 
even the most inexperienced 
paint customer is bound to rec- 
ognize. Second, we carry the 
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MANAGER of Arvada Hardware Company, John Wear, explains to a customer 
why the store features only one line of top-quality paint and guarantees 


satisfaction. 


full line, except for industrial 
finishes so that there is seldom 
any sort of painting problem 
which we cannot handle success- 
fully. Third, we feel that we are 
selling satisfaction in selling 
paint and that the customer who 
gets the sort of results which he 
has in mind when he first starts 
out on a painting project is will- 
ing to pay the full price for the 
materials.” 

As pictured, Arvada Hard- 
ware Company’s paint depart- 
ment occupies 40 feet of space 
down the right wall of the mod- 
ern suburban hardware store. 
Paint is broken down neatly into 
types and subdivided into colors. 
Behind the all-glass front, the 
paint department is kept bril- 
liantly illuminated during both 
day and evening hours, with in- 
tensified fluorescent lighting and 
spotlights so that it is easily the 
most impressive feature which 
motorists passing in front will 
see. It is interesting to note that 
the entire paint display is 
feather-dusted daily and _ all 
dust, grease, and litter carefully 
removed to maintain an immacu- 
late display, which carries a lot 


of appeal to the housewife. 
“Since we are selling a product 
which the homeowner wishes to 
use decoratively in his own 
dwelling, we feel it is essential 
that the paint department looks 
as clean and attractive as the 
paint job which the homeowner 
wants to achieve,” the Colorado 
dealer pointed out, “this is par- 
ticularly important in selling 
women who are bound to pay 
more attention to our sugges- 
tions and to feel that they had 
come to the right store if we jive 
up to their housekeeping stand- 
ards.” 


Selling Accessories 


Recognizing the fact that 
often the sales of painting ac- 
cessories including brushes, 
sandpaper, thinner, tools, etc., 
can often amount to as much 
profit as the paint sales them- 
selves, Arvada Hardware Com- 
pany displays such accessories 
at several points through the 
paint department rather than at 
one central point. The largest 
display, as shown, is_ identi- 
fied as “Painter’s Tools” toward 
the front where the full line of 
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brushes and accessories are 
shown. Also in the paint depart- 
ment on gondola display racks, 
in shelving on the walls, etc., are 
painting accessory displays, so 
that no matter what the custo- 
mer came in to buy the chances 
are that he will be reminded of 
necessary accessories several 
times. With each homeowner’s 
sale, Arvada Hardware Com- 
pany’s clerks make a point of 
assembling the _ accessories 
which the customer is most 
likely to need in doing the spe- 
cific painting job projected. Each 
is shown in turn and its use 
carefully explained. Thus, even 
if the customer doesn’t buy at 
the moment the painstaking ex- 
planation is bound to remain in 
mind and whenever problems are 
encountered which these tools 
would solve, he will come back 
for them immediately. Also 
pointed out to the homeowner 
customer is the fact that if he 
runs into a problem which he 
can’t handle, Arvada Hardware 
Company will be glad to send out 
the necessary tools and to give 
some professional advice “‘on the 
scene.” 

In this latter service is a per- 
fect example of listener’s theory 
of “selling satisfaction.” Be- 
cause many large suburban 
housing developments have blos- 
somed out in northwestern Den- 
ver, only a few miles from Ar- 
vada, the paint market has mul- 
tiplied sharply in recent years. 
Substantial increases in popula- 
tion mean that a lot of painting 
and home decoration will be 
done, whether it is the purchaser 
of a new home redecorating his 
rooms to his wanted colors or re- 
modeling being carried out in 
older homes. To guide against 
the problem of ill will created 
when the amateur painter 
botches up the job, Arvada 
Hardware Company extends an 
all-inclusive invitation to the 
customer to call on the store for 
help. “The dissatisfaction which 
a messy, unsatisfactory paint 
job can create is a serious vrob- 
lem,” Mr. Wear said, “If the 
homeowner ever thins the paint 
so that it sags and wrinkles, uses 
the wrong kind of brush for the 
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project and otherwise comes up 
with results other than those 
which he anticipated, his natural 
reaction is to blame the store. 
Consequently, we would rather 
send a salesman out to locate the 
trouble and correct it, no matter 
how many miles are involved, 
rather to have one single case of 
such ill will exist. A dozen such 
outside trips per month will pro- 
duce a dozen enthusiastic boost- 
ers for our paint lines and our 
services and who are, of course, 
our most valuable promotional 
assets.” 

A company pick-up truck is 
used for most such “emergency 
calls” and as a wise precaution, 
extra brushes, a can or two of 
the same paint which the custo- 
mer has purchased, and some 
turpentine or thinner is added. 
These allow Arvada Hardware 
Company’s long-experienced 
salesmen to cope with almost 


any problem which has arisen. 
Often, it is necessary to teach 
the customer the simple basic 
fundamentals of painting such 
as flowing paint on smoothly, 
provide a filler for a porous 
wood, the proper way to stroke 
a brush or roll a roller, etc. When 
the customer turns out a credit- 
able job their gratitude is no- 
table. 

The Arvada Hardware Com- 
pany offers no discount to paint- 
ers, as pointed out above, and 
consequently, there is practically 
no “commercial business” in- 
volved. It is easily possible, Mr. 
Wear agrees, that some paint 
business is lost because of this 
adamant stand—but in the long 
run, selling a profitable paint 
volume at full list and using only 
a few newspaper ads per year 
in the spring and fall, has de- 
veloped an extremely sound 
paint business. 





New Mexico Dealer 
Has... 


Something 


To Crow 
About .. . 


. .. With This 
Hardware Rooster 


NE of the most unusual “paint- 

ings” in western hardware re- 
tailing history is attracting great at- 
tention at Ilfield Hardware and Fur- 
niture Company, in Taos, New Mex- 
ico. 

The “painting” depicts a crowing 
rooster, and was executed entirely 
with small hardware items. 

Standing 3 feet high by 2% feet 
wide, the “painting” was the result 
of much labor on the part of Fred 
Egri, Taos artist noted for his usage 
of unusual materials. The rooster has 
a head formed with colored thumb 
tacks, staples, and bits of chain, while 
its scruff is formed by nails driven in 
at an angle and bent flat. A thick bed 
of staples of various sizes was used 


NEW MEXICO ARTIST’S handiwork, 
is this rooster made-up of hardware 
items. 


for the feathers over the wings, and 
upholstery nails to outline the wing 
itself. Heavy ten penny nails were 
used to feather the breast and outline 
the tail and size of the “bird.” 

The legs were formed from brass 
curtain rods, while the claws were 
made up from more upholstery nails, 
hooks, and drapery hardware parts. 
The “ground” on which the rooster is 
standing was formed with links of 
solder, and chicken wire. 

Displayed regularly in the store 
window, the rooster “painting” never 
fails to stop traffic, and frequently 
brings interested visitors inside the 
store. 
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Ups Housewares Appeal 


To Bring More Customers 


Into Arizona Hardware Store 


ECAUSE he believes in the 

theory that “the housewares 
department offers the best op- 
portunity to introduce the store 
to new potential customers,” L. 
L. Smith, owner of L. L. Smith 
Hardware Company, Phoenix, 
Arizona, recently doubled the 
size of his housewares depart- 
ment. 

This was an actual physical 
increase, soundly based on a 
300% increase in housewares 
sales volume over the last two 
years. It meant the leasing of 
an adjoining shop next door, 
which was remodeled into the 
largest suburban housewares de- 
partment in Arizona hardware 
retailing, as well as complete re- 
modeling of the store. 

Mr. Smith made the decision 
to develop his housewares mer- 
chandising program for a series 
of practical reasons. First, was 
the discovery that thousands of 
housewives are getting along 
with old fashioned, obsolete 
kitchen equipment such as can 
openers, bottle stoppers, dispen- 
sers, cutlery, refrigerator acces- 
sories, etc. This Mr. Smith rec- 
ognized as a challenge, with the 
logical answer wrapped up in 
creating a housewares depart- 
ment so large and attractive 
that it would pull women visit- 
ors out of curiosity if nothing 
else. The sales potential was 
there, he recognized, providing 
that the housewife could be 
lured into the store and given 
an opportunity to recognize the 
advancements in kitchen gadg- 
etry which have come along in 
recent years. 

Then, of course, there was the 
important consideration that the 
most logical means of increasing 
overall sales in the hardware 
store lies in attracting a larger 
percentage of women visitors. 
In this connection, both of the 
Smith stores had, like many 


as 


other hardware stores, slanted 
merchandising operations pri- 
marily at the masculine market 
in the past. This meant that 
there was a relatively small per- 
centage of feminine traffic in 
the store, summing up once 
again to an excellent sales po- 
tential. 

Once settled on a definite ob- 
jective, the Arizona hardware 
dealer began reshaping his 
housewares merchandising pro- 
gram at once. The first step was 
to relocate it up at the right 
front corner of the store, im- 
mediately behind one of the 
main display windows and to in- 
stall especially attractive display 
interest in the form of bright, 
pastel colored tables, shelving 
fixtures, gondolas, and pegboard 
panels, to add additional snap to 
the housewares section. One dis- 
play window for the first time 
was turned over exclusively to 
housewares promotion. Then, 
all salespeople in the store were 
instructed to mention the house- 
wares section at every opportu- 
nity to point it out to interested 
customers and to actually 
“steer” visitors into this area of 
the store whenever possible. 

The merchandising emphasis 
first and last has been built 
around “lightening the house- 
wife’s load.” Instead of em- 
phasizing price, as has been the 
case with such competing out- 
lets as variety stores, super 
markets, chain drug stores, etc., 
Mr. Smith cleverly switched to 
the twin themes of quality and 
long-term satisfaction. In more 
than doubling the housewares 
inventory, he was careful to buy 
only from accepted manufactur- 
er’s whose products are top- 
quality, nationally-advertised 
items which almost any house- 
wife is bound to recognize. All 
of them are offered at either the 
recommended list price or near 
the same amount with absolute- 


ly no “sacrifice” prices whatso- 
ever, no sales, and, in brief, no 
attempt to sell in the same price 
brackets as competitors. 

Typically, the Phoenix hard- 
ware store consistently sells 
heavy duty all-steel crank-type 
can openers for wall mounting 
at $3.75, to the same customers 
who can easily find a stamped- 
metal variation of the same type 
of opener at 79c or so in com- 
peting stores. From the outset, 
this program has been an im- 
pressive success, culminating in 
the doubling of the housewares 
department. As he had antici- 
pated, Mr. Smith found that the 
better-priced, recognized-quality 
housewares which he offered his 
customers sold equally well to 
budget-minded housewives as to 
better-income homeowners. “A]- 
most anyone can remember the 
dismay which comes when a 
cheaply constructed kitchen 
gadget falls apart or breaks 
when it is needed most,” it was 
pointed out, “as well as cracks 
in plastic ware, quick burning 
out of non-guaranteed low-price 
stainless steel ware, etc. What 
we have done is to offer the same 
sort of consistently high quality 
in every housewares item which 
her husband expects in tools for 
example, and to earnestly stress 
the soundness of buying on this 
basis. When we add the attrac- 
tion of new advancements in 
housewares design which save 
the housewife much labor in the 
kitchen, as well as adding to the 
beauty of the kitchen, we have 
built up an irresistible combina- 
tion.” 

Currently, the Smith hard- 
ware stores are allocating more 
than twice the former amount 
of newspaper display space to 
the housewares department, the 
newly enlarged housewares de- 
partment has been done over in 
pastel green which effectually 
contrasts these 700-odd items 
carried and set up “spot dis- 
plays” of housewares sugges- 
tions throughout the store. 
Feminine traffic at each location 
has increased sharply since this 
program and the result has been 
substantially increased sales in 
every section of both stores. 
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Colorado Retailer Gets 
Surprising Volume From .. . 


Home-Made 


Mail Order Plan 


BY LAWRENCE DAVIS 


Davis and Klunder 


Colorado Springs, Colo. 


HAT the average hardware 

dealer can benefit by going 
after the mail-order market has 
been effectively proven by a 
series of experiments which we 
carried out during 1956. 

Our store centers a large trad- 
ing area with many small towns 
separated by distances of 20 and 
25 miles, which is far enough 
to make it inconvenient for the 
rural or small-town resident to 
shop in Colorado Springs, Con- 
sequently, we determined in 
1956 that we would find out for 
ourself whether direct-mail or 
catalog offers would bring in 
mail-order business. 

The first experiment, in con- 
nection with the sporting goods 
department, was an offer of a 
set of fine, guaranteed hunting 
knives at $8.80. Originally, we 
considered offering a _ single 
hunting knife at a time, rather 
than the comparatively expen- 
sive set. However, since the unit 
sale which could be achieved 
was much more attractive, we 
decided to offer the complete 
set. Here, our mailing list 
covered most of the Western 
States, made up primarily of 
previous customers of the store, 
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30,000 of these 
catalogs were 
sent to a list cov- 
ering most of the 
Western states. 


tourists who had _ registered 
their names with us while visit- 
ing Colorado Springs, and a 
“commercial list,” procured 
from an agency. In each in- 
stance, we sent simply a direct- 
mail letter, with a cut of the 
knife set, suggesting it as an 
ideal anniversary, birthday, or 
Christmas gift for the sports- 
minded outdoor man. We backed 
up the direct-mail offering by a 
single ad in a popular magazine 
covering the Western States 
(Sunset), and sat back to wait 
results. 

We were pleasantly surprised 
when this first attempt at the 
mail-order market was a com- 
plete sellout, with 90 per cent 
of the orders for complete hunt- 
ing knife sets at $8.80, although 
individual knife purchases, were 
possible. 

We received orders from as 
far away as California, and just 
about as many from the direct- 
mail pieces as from the display 
ad in the magazine. 

Last spring we made our first 
attempt of putting out a catalog 
to contact the same market. 
We offered 100 items, including 
sporting goods, hardware, and 








housewares . . . our three major 
departments. The catalog (as 
illustrated) was a helpful 20- 
page issue with a cut of every 
item listed, with the price, a 
few pertinent sales points listed 
in each case. We sent out 30,- 
000 of these, borrowing a com- 
mercial list compiled by a Colo- 
rado Springs agency, and again 
covering most of the Western 
States. Cost, including the mail- 
ing, was approximately 11¢ 
each. 

While we had not expected a 
spectacular result from this first 
attempt, we found that returns 
were well above expectations, 
and that the catalog mailing 
more than paid for itself in the 
first 60 days following the re- 
lease. Sales were evenly spread 
through all departments, and 
the fact that most of the items 
were quoted at list price ap- 
parently was no deterrent. 

As might be expected, we are 
planning to give more emphasis 
to direct-mail and catalog mail- 
ings in the future, inasmuch as 
the program has proved to us 
that the average hardware store 
with a thorough inventory can 
definitely make a successful en- 
try into the mail-order market. 
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Bostrom's Owner Tells How 


Phoenix Hardware Store Does... 


$100,000 ANNUALLY IN BATH ACCESSORIES 


EVOTING 450 square feet to 

a colorful, well-arranged 
bath and closet shop makes 
sense at Bostrom’s, large hard- 
ware dealer in Phoenix, Arizona 
—for, from this space, owner 
W. H. Bostrom does a volume 
upward of $100,000 per year. 

The Phoenix dealer feels that 
any hardware retailer who 
doesn’t devote plenty of selling 
effort to his bath shop and its 
lines is making a serious mis- 
take. “Every homeowner these 
days is dolling up the bath- 
room,” it was pointed out. “At 
least to the extent of shower 
curtains and drapes to match, 
attractive hampers, wall hard- 
ware, soap dishes, and matched 
sets of bath mats, stool covers, 
and towels. Our merchandising 
program is a simple one. It con- 
sists of colorful, well-arranged 
display which puts full empha- 
sis on brilliant, contrasting 
colors which may be matched up 
to any sort of an ensemble, giv- 
ing a commanding position on 
the sales floor where it is bound 
to catch attention. Then, we use 
hard selling methods to cap- 
italize on the impulse which 
the display always creates in 
women. We urge the shopper 
who is in search of an unusual 
gift for friends or relatives to 
provide eye-pleasing accessories 
for the bathroom. If we fail in 
that connection, we suggest that 
the housewife give herself a gift 
by ensembling her entire bath- 
room tastefully. 
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Another potent sales building 
step is the fact that Bostrom’s 
cheerfully builds up an entire 
bathroom display in its big 
10x21-foot main display win- 
dow, flanking the store entrance 
on the right. Here, where there 
is enough space for almost any 
sort of display, model bath- 
rooms, completely accessorized 
in matching colors, and changed 
every two days, get a surpris- 
ingly large amount of the total 
display space available through 
the year. The reason is simply 
that Mr. Bostrom has found 
that “nothing is better calcu- 
lated to stop traffic than colorful, 
bright new ideas in bathroom 
arrangements. We can depend 
upon the bath shop showing a 
greater return per square foot 
than any other department in 
the store when we make use of 
such window displays.” 

Incidentally, it might be well 
to mention at this point that 
Bostrom’s bath accessories shop 
is easily the “star performer” 
in a housewares department 
which sells better than $400,000 
per year. 

The secret of the continuous 
appeal which the Bostrom bath 
shop continues to exert on the 
Phoenix public is the fact that 
“nothing ordinary” is ever 
shown. The Arizona hardware 
man prides himself on offering 
his customers unusual, appeal- 
ing new developments in all of 
his lines and the bath shop is no 
exception. Every item is boxed 


carefully with respect to its en- 
semble possibilities with other 
merchandise, and usually in col- 
ors which won’t be too easily 
duplicated elsewhere. 

Kept on display on bulletin 
boards around the department 
are colored pictures clipped 
from magazines, supplied by 
manufacturers and _ others, 
which show the materials con- 
tained in the Bostrom bathshop 
inventory worked into effective 
ensembles, sometimes with 
matching colors, at other times 
with contrasts. It isn’t unusual, 
the Arizona hardware store has 
found, for an interested house- 
wife to borrow a color photo- 
graph and use it to work up her 
own bathroom design. 

Perhaps the most important 
factor in selling the bathshop 
market is the high unit sales 
which are achieved. It isn’t un- 
usual, it was pointed out, for the 
sale of $8 hamper to lead to as 
much as $65 and $75 worth of 
other bath accessories within 
the year following. In fact, 
many women, once they have 
started on “dressing up” the 
bathroom, find two rows of 
items which they can fit into the 
overall scheme arid buy regular- 
ly throughout the year without 
the highly seasonal element 
which is true of other lines. 
Closely involved in bath acces- 
sory merchandising is the closet 
shop which, as Bostrom’s sales- 
people enjoy telling their cus- 
tomers, “‘covers the last frontier 
of home redecoration.” 
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DOOR OPENS 
PAINT SALES 


... @s Well as Winter Promotions which 


Help to Equalize Department Volume 


Y using special promotions during dull seasons, 
Roberts Hardware, 3890 Sixth Street, Kla- 
math Falls, Oregon, has been able to keep their 
paint department volume more level throughout 
the year. 

This was pointed out by Richard M. Kowalis, 
head of the paint department and an associate 
of Innis Roberts in the operation of the hardware 
store in the Town and Country shopping center. 

. One of the reasons they started promoting in- 
door paint during the winter was because HARD- 
WARE WORLD had included it as a possible promo- 
tion in their January Promotion Calendar. This 
campaign proved very successful, partly due to 
newspaper advertising which was used to kick 
off the event. 

The paint department was expanded to occupy 


HINTS FOR ALLIED SALES are given to Mrs. Alena 
Bliss, salesgirl, by Richard M. Kowalis, head of the Paint 
Department, who shows what items should be suggested. 
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THE DUAL-PURPOSE DOOR leads some to the stock- 
room and others (the customers) to paint sales with its 
actual color display. Each square is identical with color 
chip mounted below panel to show what color looks like 
on larger surface. 


22 feet of wall space in the far corner of the sales 
area which leads traffic through the store. Every- 
thing got a fresh coat of paint in the department 
until it literally shines as a good example to the 
customer. Brushes were hung on walls instead of 
being kept in drawers and the sales staff in- 
structed in the value of making extra sales of 
sandpaper, brush cleaner, etc. 

The door to the stockroom has been utilized as 
a color chart. Twenty-five color chips are affixed 
to the door and the actual color of Kem Glo 
enamel painted in an oblong space above each 
chip so that a more realistic effect can be achieved. 

“With limited space, we decided to use every 
bit of it,’ Mr. Kowalis commented, “so we 
dreamed up the door as a color display panel. It 
has caused more customer comment than nearly 
anything we've tried.” 

Furniture refinishing instructions are handed 
out to all customers which has accounted for a 
good deal of repeat business. 

“We plan to promote indoor painting as an an- 
nual promotion,” Mr. Kowalis said. ““We consider 
it one of the most successful things we have tried 
as a business-builder. Because of long winters in 
the Klamath country, we need such promotions to 
equalize business.” 
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... Press Conference in Berkeley ... Wholesaler's House- 
ware's Show ... Western Housewares Show at S. F. Mart 
. . . Gift Show Party in San Francisco . . . Gift Show 





Breakfast in Los Angeles 








GOLDEN ANNIVERSARY MODEL PREVIEW AT WESTERN SHOWING 


BERKELEY, Calif.—At a special press conference 
held at the Claremont Hotel here, the Golden Anni- 
versary Models of Speed Queen’s washers and 
dryers were previewed on August 5. Present were 
officials from Speed Queen, a Division of McGraw- 
Edison Company, Ripon, Wisconsin. They are, left 
to right: K. L. Bucher, service engineer; J. S. Mor- 
ris, advertising manager; Eric F. Chemnitz, presi- 
dent of Eric F. Chemnitz Company, manufacturers’ 
representative firm which handles Speed Queen’s 
sales in the Pacific Southwest, and R. P. James, vice- 
president in charge of Speed Queen sales. Subse- 
quently the new models were viewed at the same 
hotel by dealers at a special sales meeting. One 
outstanding feature of the new equipment is the 
stainless steel drum in the new dryer which is a com- 
panion to the stainless steel tub in the washer. 
Many other features were pointed out, particularly 
the new designs of both washer and dryer which 
permits faster and easier servicing. The manufac- 
turing firm was started 50 years ago when they 
introduced a wooden, hand-operated washing ma- 
chine. Their present models are commemorating 
the anniversary. 


“BAKERAMA” DRAWS DEALERS TO BAKER & HAMILTON 


HOUSEWARES, GIFTWARES AND ALLIED ITEMS 
were featured at the first “Bakerama” presented by Baker 
& Hamilton in the model store area in the San Francisco 
Warehouse. The show started on Sunday, August 4, with 
a special buffet lunch and ran for four days. Dealers from 
all over Northern California appeared at the show during 
its run. Many manufacturers’ representatives and direct 
factory men were at each booth giving out information 
on new products and valuable sales tips on all of their 
exhibited products. First photo at left shows some of the 
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officials of the wholesale hardware firm that were on hand 
to greet visitors. They are left to right: Earl Mock, man- 
ager of Credit Department; Emmet Burke, general sales 
manager; J. Dustin Smith, assistant sales manager; Mil- 
ton Meyers, merchandising manager of China Glass 
Housewares Department. Glassware to the right, glass- 
ware to the left center and even at rear is being viewed 
by a group of visitors. Lady (at left) sees a typical dis- 
play of electrical housewares items and evaluates it for 
possible use in her houseware section. 
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ON THE SPOT REPORTS 





WESTERN HOUSEWARES SHOW DRAWS BUYERS TO MARKET 


The first Western Housewares Show sponsored by the 
exhibitors on the 4th floor of the Western Merchandise 
Mart, July 22-26, was considered most successful, accord- 
ing to Max Fisher, president of the Western Housewares 
Association. 

“There was good attendance from all types of buyers 
who showed a great deal of interest in promotional lines 
and new goods. The buying was comparable to that ex- 
perienced in other markets held in this same season,” Mr. 
Fisher said. 


TRADE DINNER AT FIRST WESTERN HOUSEWARES 
SHOW held by exhibitors on Fourth floor of the Western 
Merchandise Mart proved very successful, attracting 
many officials of wholesale firms as well as dealers. Many 
prominent persons were at the speakers table. They were 
(left to right): Richard Grannis, president, S. F. Pot & 
Kettle Club; Charles G. Putnam, vice president, Western 
Housewares Association (WHA); A. Cameron Ball, gen- 
eral manager, the Mart; J. J. Culberg (principal industry 
speaker), national V. P. in charge of housewares sales, 
Ekco Products Co.; Max Fisher, president (WHA), West- 
ern; Charles M. Simmons (speaker), president of the 
Simmons Institute of Human Relations, San Mateo; Henry 
Adams, business manager, the Mart; James Sigman, sec- 
retary-treasurer (WHA); Philip N. Kane, past president 
and member of directors, American Rack Merchandisers 
Institute. 


COUNTRY STORE NIGHT was popular with buyers dur- 
ing Housewares Show at the Western Merchandise Mart. 
At left, group of buyers converge on manufacturer’s repre- 
sentative to look over newly designed line. Two girls 
(center) go through the motions of broiling a steak on 
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There were over 200 persons who attended the First 
Annual Trade Dinner. Sufficient interest was shown in 
this event for the committee to reschedule it for the sum- 
mer of 1958, as well as the Country Store Night. 

Next year a special Wholesalers’ Day and a special 
Dealers’ Day will be held, at which time emphasis will be 
placed on fall and Christmas goods in order to serve prop- 
erly both types of trades. 

The same association officers will be in charge of the 
show next year, headed again by Max Fisher. 


SPECIAL GUEST TABLE was “loaded” with prominent 
housewares personalities. They are (Il. to r. standing): 
Henry Hoffman, V. P., Baker & Hamilton; Allan Heyman, 
president, Seller Bros. & Co.; Dan Baker, F. E. Baker & 
Sons (San Jose); Ronald Stone, assistant to V. P., Skaggs, 
Stone; Val Molkenbuhr, manager, Service Exchange Dis- 
tributors; D. A. Civatello, general manager, Thompson 
Diggs Co. (Sacramento); Ben Halliday, sales manager, 
Dunham, Carrigan & Hayden. Seated (1. to r. back row): 
J. W. Harlan, general manager, Hale’s; H. D. Pischel, 
president, Dohrmann Commercial Company; Morton Phil- 
lips, president, M. Seller Co.; Hugh Huston, merchandise 
manager, Raphael Weill & Co. (The White House, San 
Francisco). Seated (1. to r., front row): Mark Nusbaum, 
president, Nusbaum Wholesale Hardware Company; Al 
Housan, manager, Evers Distributing Company; J. B. 
Sherr, president, J. B. Sherr Co. 


the gas grille of a combination gas and electric built-in 
type range. At right, sales girl gives pitch on electric 
blender. Many of the representatives and their staff 


dressed in Western attire. 
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ON THE SPOT REPORTS 





CHRISTMAS TREE HOLDER gets 
attention of buyers. “Slip tree in, 
pull out legs and it’s tight,” says 
manufacturer’s representative. 


CHRISTMAS was on the minds of 
many buyers during the show. At 
this space in the Mart a wide selec- 
tion of decorations were shown. 


Housewares Show (Cont.) 


WESTERN MOTIF impressed buy- 
ers the moment they got off the ele- 
vators on 4th Floor where they saw 
old wagon and western attire. 


GIFT SHOW PARTY IN SAN FRANCISCO 


THE HIGHLIGHT of the Western Gift, China, Glass, Sta- 
tionery & Housewares Show held at the Civic Auditorium, 
the Western Merchandise Mart, and other locations, Au- 
gust 4-7, was the party held in the Mart on Tuesday eve- 
ning, August 6. All committee personnel were dressed in 
the attire of the ’20s. Greeters with top hats (at left) 
at the entrance to the Mart Club met all those who at- 


CALIFORNIA GIFT SHOW 
OFFERS NEW STYLING 


A “fresh approach” in: design was 
reported by buyers attending the 45th 
California Gift Show which was held 
in Los Angeles from July 21-26. It 
closed with an attendance of 7,606 
buyers from 45 states and nine for- 
eign countries, according to the show 
management. 

Buying was divided between four 
locations—the Biltmore and Ambas- 
sador hotels, the Brack Shops and the 
Merchandise Mart. 

Almost 1100 persons attended the 
Buyer’s Breakfast in the newly re- 
decorated Cocoanut Grove of the Am- 
bassador to hear Ralph Carson and 
Jack Roberts (Carson, Roberts, Inc.) 
speak on the subject of “Money-Mak- 
ing Ad-Ventures.” 

Mrs. Clayton B. Neill of the Vil- 
lage Hardware store in Carmel was 
a winner of $50 in dollar bills at the 
breakfast. 
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tended. The “Jazz Age” (center) was definitely sug- 
gested by this group (left to right): A. Cameron Ball, 
general manager of the Western Merchandise Mart; Kay 
Leber show manager, Western Merchandise Exhibiters As- 
sociation; Henry Adams, business manager, the Mart; Irene 
Grandmaison, the Mart, and Marguerite Hickey, Mart ad- 
vertising manager, seated. At right, the buffet was busy. 


GUESTS OF HONOR at the speakers table at Show Breakfast were (seated): 
emcees, Ben Hunter, Los Angeles disc jockey; Tom Hogan, president of Glint- 
ridge China Co., also chairman of show committee; Jim Wilkins of the May 
Company, vice chairman. Standing are: George Good, chairman Buyers’ Break- 
fast committee; Jack Roberts and Ralph Carson, guest speakers, officers of the 
Carson, Roberts, Inc. advertising agency. 
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Totem In New Home 


Young Seattle Wholesaling Firm 
Builds New Warehouse and Offices 


OTEM Wholesale Hardware Company moved 
into its new home this Spring, and celebrated 
the event with an Annual Merchandise Show. 


The firm was started modestly in March, 1946, 
as the Totem Distributing Company. The name 
was changed to Totem Wholesale Hardware Com- 
pany on October 1, 1956. 


The new building has 40,000 square feet of 
space. It includes a spacious, well-lighted office 
and a very efficiently operated warehouse. They 
have also just completed a model store, 50’x70’, 
with fixtures designed by Cosgraves & Associates. 
Blueprints of fixtures will be offered to retailers 
who desire to modernize their existing premises 
or build new stores. Through Cosgrave, Totem 
will also be able to offer advertising promotion 
programs, the first of which is a Fall advertising 
piece. 


The executives of the firm, including Lee 
Ahroni, are Joe Ahroni, partner and also head 
of purchasing, and Bill Moore, sales manager. 


CE staat 


MODERN OFFICE has pleasant and well designed recep- 
tion area as well as work area. 
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TLINGIT INDIANS CARVED THIS TOTEM POLE at 
entrance of the firm’s new building. This is one of the 
largest Indian totems to be carved for re-sale in many 
years. Diameter at the base is 2 feet: height 1744’ and 
the wing extending over the entrance is 114’. It was 
shipped from Juneau, Alaska. It is carved from red cedar 
log. Inside it was hollowed out to prevent checking of the 
wood as well as to reduce the weight of the big log. 


NEW MAILING PIECE FOR RETAILERS is being shown 
by Lee Ahroni, president, at left. His brother and part- 
ner, Joe Ahroni (center) along with Bill Moore, sales man- 
ager, are getting briefed on the items included. 


STACKED HIGH are thousands of hardware and house- 
wares items in this new warehouse. 





STORE IMPROVEMENT 
anit 


.. . BY FACE LIFTING 





Green's Modernizes 
Appearance . . . Fore and Aft 


In 1935 Horace W. Green opened his store in 
Huntington Park. This was his second store, the 
first being established in 1918 in Long Beach. 


The front of the store has been completely 
remodeled with full glass frontage. Two lighted 
rear entrance show windows were installed at the 
back of the store to attract the attention of those 
coming in from parking areas. The store is 50x150 
feet with the balcony remodeled for offices and 
receiving stock, and the third floor devoted to 
storage. 


The stere employs seven full time clerks, three 
part time, and at seasonal rush times more are 
used. At Christmas, four gift wrappers are avail- 
able. 


CUSTOMERS WHO 
PARK will go 
through the rear of 
store. Two windows 
are set up to attract 
their attention, one 
at the side and one 
at the back. 





ABLAZE WITH 
LIGHT Green’s at- 
tracts much atten- 
tion at night. The 
full glass windows 
make it very invit- 
ing by daytime. 
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-eeFOR EXTRA CHRISTMAS PROFITS 


STOCK UP ON THESE 
THREE FAST-SELLING 


DrSSTON TOOLS 








DISSTON D-23 HAND SAW 
The most popular Disston hand saw especially 
packaged for Christmas in attractive plastic 
stocking. 
Gleaming Disston steel blade is full taper 
ground and full bevel filed. Comfortable high- 
grade hardwood handle is full carved and 
secured with five screws, one a medallion. 
Points Cross-Cut Points Rip 
8, 9,10, 11,12 5% 
Suggested Consumer Price $8.95. 
Packed 2 in corrugated container. 10 saws (5 
boxes of 2) per corrugated shipping container. 


DISSTON 368 HACK SAW 


The finest Disston hack saw, with bright chrome polish 
finish frame, with Disston Duraflex blade. Stream- 
lined steel handle, faced with strong black plastic 
and with bright nickel screws. Grip is large and 
comfortable. 

Each frame is packed in an attractive plastic Christ- 
mas stocking with red edging and green printing. 
Suggested Consumer Price $3.50. 

Packed | in box. 10 in corrugated container. 


DISSTON 101 NEST OF SAWS 


Extra strong plastic handle with three blades for prac- 
tically every cutting job: metal, wood, plastic, bone. A 
wood cutting blade, a fine tooth metal cutting blade, 
and a coarser tooth metal or wood cutting blade. Blades 
can be quickly changed and securely locked in any of eight cutting positions. 


Each set mounted on card and placed in attractive plastic Christmas Stocking 
with red edging and green printing. 

Suggested Consumer Price $3.25. 

Packed 4 dozen in corrugated container. 


JBI. IK JPORTER COMPANY, INC. 


Henry DISSTON DIVISION 


Divisions of H. K. Porter Company, Inc.: Cleveland, Connors Steel, Delta-Star Electric, Henry Disston, Leschen Wire Rope, Quaker Rubber, 
Refractories, Riverside-Alloy Metal, Vulcan Crucible Steel, W-S Fittings, and H. K. Porter Company (Canada) Ltd. 
For Details Circle 72 on INQUIRY CARD 
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OCTOBER MERCHANDISING 






































FIRST WEEK SECOND WEEK THIRD WEEK FOURTH WEEK 
, : | 
Oct. 5-11 | Oct. 12-18 | Oct. 19-25 Oct. 26-Nov. 1 | 
ie cai i — —— —_ ae ene sea 
| | | 
WINDOW A | HUNT WITH THE | HUNT WITH THE | LIVING EASE... BUY LIVING EASE... . BUY 
BEST | BEST | APPLIANCES APPLIANCES | 
| 
WINDOW B SAVE BY SAFETY | SERVE YOUR GUEST SERVE YOUR GUEST LAY-AWAY GIFT 
Cont.) |} WITH THE BEST WITH THE BEST CENTER 
at ae oe (eaten ve 
IN-STORE HUNT WITH THE SERVE YOUR GUEST LIVING EASE .. . BUY LAY-AWAY GIFT | 
PROMO- BEST (Feature hunting WITH THE BEST APPLIANCES (Feature CENTER (Feature high 
TIONS equipment and acces- (Feature formal and heaters, ranges, water ticket items such as 
| AND sories for deer, duck, informal dinnerware heaters, washing ma- bicycles, power tools, 
| SOURCES | and upland game ac- and allied items, bev- chines, dishwashers, power mowers, elec- 
| FOR | cording to season) erage sets, lazy su- clothes dryers, ironers, trical housewares, din- 
|  ADVERTIS- sans, vases, candle- garbage disposal units. nerware, flatware, 
ING | sticks, TV tables and radio and TV sets) glassware) 
ccessories, cards, card 
tables, poker chips, 
SAVE BY SAFETY games and accessories) 
(Feature fireplace 
equipment and sup- 
| plies, space heaters, | HUNT WITH THE HUNT WITH THE 
| portable heaters, elec- | BEST (Cont.) | BEST (Cont) 
tric lanterns and flah- | HUNT WITH THE 
lights, fire extinguish- BEST (Cont.) 





| ers, approved electrical 
| supplies and fire-resis- | 

| tant and -retardant ma- | 
| 


SERVE YOUR GUEST LIVING EASE... BUY | 














| terials) 
| SAVE BY SAFETY | relay THE BEST APPLIANCES (Cont.) | 
(Cont.) 
| 
| HEATERS 
FIREPLACE EQUIP- | 
FIREPLACE EQUIP- FIREPLACE EQUIP- MENT (Cont.) 
| | MENT MENT (Cont.) 
| 
| 
i 
HEATERS (Cont.) HEATERS (Cont.) 
HEATERS (Cont.) 
} INSIDE GAME TIME | 
(Feature ping-pong | INSIDE GAME TIME 
sets, cards, games, INSIDE GAME TIME (Cont.) 
etc ) (Cont.) 
| SPECIAL Oct. 1-31—Let’s Go Oct. 12—Columbus Day Oct. 20-26 — National Oct. 27—Navy Day 
DATES Hunting Month Thrift Week 
Oct. 20-27—United Na- 
| Oct. 6-12—Fire Pre- tions Week 
| vention Week 
Oct. 24— United Na- 
tions Day 
| 
| 
| 
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SPECTACULAR 


CONTEST 
MEANS 
VOLUME 
BUSINESS 
THIS FALE: 


Now, during the Fall, when you 
need extra sales volume, 
National Paint makes your 
store headquarters for the 
biggest volume-building 
promotion in years. 
Saturation advertising in 
newspapers and radio will 
draw hundreds of persons 
to your store to name a 
distinctive new color in the 
National Paint line. Exciting 
prizes for your customers. 
Valuable prizes for you! 
Enjoy “peak-period”’ profits 
during “off season” months. 
It’s a golden opportunity! 
Stock up now. 


1ST PRIZE 

Holiday in New York for two, 
via TWA Jetstream, 

round trip from Los Angeles. 


5 fun-filled days, all expenses paid. 


2ND PRIZE 

New 14’ Wizard Holiday — 
most beautiful sport 

boat in the world 


3RD PRIZE 

Beautiful Hoffman 21 
Color TV set for perfect 
reproduction of color 
or black and white. 


4TH PRIZE 

1958 Packard Bell AM-FM 
Radio-phono combination — 
finest expression of 
Packard Bell high fidelity. 


5TH PRIZE 

1958 Waste King automatic 
dishwasher, with exclusive 
4-way cleaning action 

and humidity-free drying 


6TH PRIZE 

New Relax A-cizor 

easy, no-diet way to reduce 
at home 


PAINTS 


EXCITING PRIZES 
FOR DEALERS 


Dealers whose names appear 
on winning entries will 
receive valuable awards 
Encourage all your 
customers to enter. The more 
entries, the greater 

your chance of winning 


NATIONAL PAINT & VARNISH CO. 
2835 East Washington Boulevard 
Los Angeles 23, California 





OCTOBER PROMOTIONS 





Serve Your Guests 
With Fine Quality 


Schedule: Oct. 12-25 


OBJECTIVE—Although people still run to bar- 
gains, we are in a period where more fine quality 
items have been sold than in other periods. We 
are in the “Cadillac” era of selling. This promo- 
tion is designed to exploit merchandise that can 
come under this category. 


WINDOW—Picture frames are synonymous 
with quality. They have been selected to show off 
several items to help build up a background of 
quality. The diagram shows how simply this can 
be done in any type of store window. Select fine 
silverware, hollowware, dinnerware, stemware, 
and other fine houseware items. Display all types 
of quality items that are used for serving guests, 
either at formal dinners, buffets, or for snack 
time. 


DIRECT MAIL ADVERTISING—Have a for- 
mal type invitation printed on special announce- 
ment paper, inviting your customers to the open- 
ing day of your fine quality exhibit. You can 
include with this invitation several small folders 
from manufacturers of such things as dinner- 
ware, electrical housewares, glassware. Be sure, 
however, that these folders are printed in a rather 
high class manner. Offer your lady customers an 
orchid or some suitable flower. If you can hold 
your opening in the evening with an open house, 
serve coffee or punch. 


RADIO AD—The following is an example of a 
commercial that could be used in line with this 
promotion: “Tonight someone will be entertain- 
ing their friends at dinner. Tomorrow other people 
will be entertaining, and the next day and the 
next. Perhaps you too will soon be entertaining. 
Why not make a check of your serving articles? 
See if they are up-to-date, of good quality and 
in good condition. We are in an era when fine 
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quality things are appreciated by everyone. If you 
feel that any of your serving pieces should be 
replaced, come first to Hardware store. 
Starting on—(day) this reliable store will hold a 
fine quality housewares exhibit. Serve your guests 
with fine quality serving pieces from 
Hardware.” Then follow with suggestion of vari- 
ous pieces that they are offering, particularly new 
items. 


NEWSPAPER AD—Consult your advertising 
representative for your local newspaper, and have 
him help you lay out a beautiful quality type of 
ad. This means a selection of an impressive type 
and a high class style of illustration. Your news- 
paper probably has an appropriate mat that could 
be used. Give the head and illustration plenty of 
white space. You can show several items, but do 
not crowd them in the ad and use more than the 
usual amount of space between the explanatory 
lines along with the cuts. Although prices could 
be shown, make the explanatory copy play up 
quality all the way, so that price is not the de- 
cisive point. If you are holding a special open 
house in the evening, or a special opening day 
ceremony, put a boxed invitational type message 
in this ad, either up near the top or at the extreme 
bottom. 
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Today’s most complete, best selling line! 


UNIVERSAL “TAB-L-TOP” food and meat choppers 


Now in Chrome and 5 Kitchen-Tested Colors! 


Put a “TAB-L-TOP” on your counter. Let ’em see its brilliant 
kitchen-tested colors. Let ’em try its work-easy features. Then 
listen to that cash register ring. “TAB-L-TOP” is the only food 
chopper with a table-edge positioner and four suction cups that 
prevent slipping. Its 3 cutter plates make fast work of any food 
—raw or cooked—and the extra-long handle snaps off for easy stor- 
ing. Presold for you in the top five woman’s magazines. Order 
“TAB-L-TOP” now! From $9.95 retail. 


1 : ig 
EXCLUSIVE! immed S¢lf-Sharpening Swing-A-Part 
Table-edge positioner and Food Chopper Food Chopper 
four suction cups prevent retails from $4.65 retails from $4.95 


slipping. The Universal 


“TAB-L-TOP” will not 
mar counter or table top. 
Leader “TAB-L-TOP” 
% / Food and Meat Chopper, 
$7.95 retail 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


For Details Circle 28 on INQUIRY CARD 
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Lay-A-Way 
Gift Plan 


Schedule: Oct. 26-Nov. 1 


OBJECTIVE—The sooner you start people 
thinking about lay-away plans, the more expen- 
sive type of item can be sold. A definite program 
should be started on lay-away around September 
15, or perhaps even earlier. This will give you 
around 14 weeks maximum to sell lay-away before 
delivery on Christmas. 


THE PLAN—Usually when a person purchases 
something on a lay-away plan it is wrapped up 
and a tag placed to it, and it is put in some out- 
of-the-way place until the person has paid the 
amount due. If you can possibly spare the room, 
it would be a good idea to put such wrapped items, 
as soon as you have accumulated enough to make 
an impression, somewhere on the sales floor, either 
in the corner by the window or on a special table. 
These mystery packages will create a lot of in- 
terest, particularly if you have a sign on them 
with something as follows: “What are in these 
packages? Something for someone’s Christmas 
present. They are being bought on our special lay- 
away plan. You, too, can take advantage of this 
plan and buy a prestige gift.” 


WINDOW—The sign hanging from the ceiling 
at back of this window is the same design as used 
on the chart on the opposite page. Most of the 
items shown in the window are quality items. 
Try to get things from a range of about $10 on 
up. Show something for every member of the 
family. 


DIRECT MAIL AD—The chart on the oppo- 
site page may be reproduced to become a part 
of a direct-mail piece to help your customers 
decide right now to select something of good 
quality on this plan. 


RADIO AD—A commercial could start out 
something like this: “Fourteen weeks until Christ- 
mas. You think that’s a long time? It is if you 
wait until the last minute and buy a low priced 
inconsequential gift item. But if you want to buy 
a prestige gift for those close friends of yours, 
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it is a wonderful time to start thinking about it 
now. If you don’t have the ready cash to buy such 
things as a bicycle for junior or an electric beater 
for Mom, or a power saw for Dad, then 
Hardware store has the answer for you. They 
offer you a lay-away plan that will really help 
you secure one or more fine gifts for Christmas. 
Come down to their store now and check their 
lay-away plan, and also look at the many fine 
quality items they have which they will be glad 
to wrap up as soon as you make your first pay- 
ment. Come today. Every week counts on a lay- 
away plan.” 


NEWSPAPER AD—The chart on the facing 
page could be reproduced in your newspaper ad 


along with a selection of many items and their 
prices. 





CUT OUT FACING PAGE——»> 


This page should be cut out and mounted on a 
piece of cardboard to hang by your cash register 
or at a special in-store display. This not only will 
call attention to your lay-away plan, but will also 
show people how imperative it is to start plan- 
ning early if they want to get a good prestige 
item by Christmas. HARDWARE WORLD has 
designed this as another service in helping you 
do an increasingly better job of selling. 
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ON OUR 
LAY-A-WAY PLAN 








This chart can help you in the selection of prestige gift items. 
Find the price of the item desired in the column under the amount 
you can pay each week. It will show how many weeks it will 
take to get the item. Buy today and be sure you have the right 
Christmas gift in time. 





WEEKS 


@ $5.00 Per Week 


@ $10.00 Per Week 


@ $15.00 Per Week 


@ $20.00 Per Week 
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$ 5.00 
$ 10.00 
$15.00 
$20.00 
$25.00 
$30.00 
$35.00 
$40.00 
$45.00 
$50.00 
$55.00 
$60.00 
$65.00 
$70.00 





$ 10.00 
$ 20.00 
$ 30.00 
$ 40.00 
$ 50.00 
$ 60.00 
$ 70.00 
$ 80.00 
$ 90.00 
$100.00 
$ 110.00 
$120.00 
$130.00 
$140.00 





$ 15.00 
$ 30.00 
$ 45.00 
$ 60.00 
$ 75.00 
$ 90.00 
$105.00 
$120.00 
$135.00 
$150.00 
$165.00 
$180.00 
$195.00 
$210.00 





$ 20.00 
$ 40.00 
$ 60.00 
$ 80.00 
$ 100.00 
$ 120.00 
$ 140.00 
$ 160.00 
$ 180.00 
$200.00 
$220.00 
$240.00 
$260.00 
$280.00 

















175—“FALL-ING” PRICES for 4 pat- 
terns of dinnerware are featured in a 
special pattern-of-the-month promo- 
tion for Fall 1957. Substantial reduc- 
tions in the prices of dinnerware sets 
are aimed to tie in with magazine ad- 
vertisements.—Taylor, Smith & Tay- 
lor Co. 


176—BANISH BURLAP BAGS and 
other methods of storing cold shuts. 
New package varies in size to fit the 
physical measurements of the shuts 
which are available in six standard 
sizes. Shipped in lightweight corru- 
gated cartons. — American Chain & 
Cable Co. 


t what he’s 
buying gives a customer greater con- 
fidence in a product. These new trans- 
parent, hang-up hardware packs let 
the buyer view the merchandise and 
tend to boost impulse sales of the dis- 
played items.—Gries Reproducer 
Corp. 
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Merchandising Aids 


178—“PIPE” THIS ... Here’s a new 
counter display for pipe joint com- 
pound tubes. Holds 12 tubes in a min- 
imum of space. When closed unit is 
only 4-inches high taking very little 
storage space. Eye-catching blue- 
orange-white design.—Hercules Chem- 
ical Company. 


179—“A BLIND VENETIAN” could 
see the advantages of this counter 
merchandiser for venetian blind cord. 
Replacement coils come in all stand- 
ard colors. Wrapped in cellophane. 
Each display box contains 6—40-ft. 
coils packed for impulse sale.—John 
H. Graham & Co. 


quality paint 


180—THE FINISHING TOUCH to 
any hobby type project is the paint- 
ing. To take advantage of this idea, 
this firm is offering a decal to dealers, 
for point-of-sale reminder to custom- 
ers that, “It isn’t finished until it’s 
painted.”—Pactra Chemical Co. 





181—“ALADDIN’S LAMP” probably 
could not have sharpened a knife more 
quickly than these “Aladdin” knife 
sharpeners. Now packaged in see- 
through acetate shell, for effective 
display of six “Kitchen Decorator” 
colors.—New England Carbide Tool 
Co. 


182—“SELF-SELLING SHEARS” for 
grass and hedges are equipped with 
cards pointing out new devices to aid 
in easy cutting. Cards don’t impair 
movement of the tools for demonstra- 
tion and are easily removed after sale 
of the item.—Seymour Smith & Son, 


183—“GET THE FEEL” of these 
plastic screw anchors right through 
the almost-invisible “skin pack.” An- 
chors fit screw sizes.4 through 9. Dis- 
plays contain 50 cards with 12 anchors 
on each card. Suggested selling price 
is 25¢ per card.—U. S. Expansion Bolt 
Company. 
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NEW ! 
KLEENCUT 


Sinking Q hears 


etcsc ae 


You'll sell more pinkers than ever before if 
you display this eye-catching Kleencut counter 
merchandiser. It is specially designed with a 
stylish modern flair to attract women and 
make more impulse sales. 


Small: 1144” high x 10” wide and 4” deep. 

Colorful: Red, white, & black on a turquoise 
background. 

Practical: One piece, easy to set up. Holds 
one pair of gift boxed Pinking Shears. 


Don’t pass up this sure-fire money maker — 
Order your Kleencut Pinking Shears and Mer- 
chandiser today! . . . Ask ha jobber for 
Merchandiser No. 7532 . . . It’s Free! 


— light 
rofessional style 
; de for perfect ons 
oat ey meat with written guaran 


. dw 
acergeat can afford them! 


. TV" Nickel x 
No. 180 — 
iMustrated with black enameled $ 


\ handles. PER PAIR 


RETAIL . : . 48 j 
\40% THE ACME SHEAR COMPANY 


World's Largest Manufacturer of Scissors and Shears BRIDGEPORT 1, CONNECTICUT 
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—feature EMPIRE Coffee-Makers! 


Your Customers Can 
PAY MORE—But An 
“EMPIRE-MATIC” 

Makes The 
FINEST COFFEE! 


When you can furnish the means for making 
finer flavored, more delicious coffee — at less 
cost—there’s an unbeatable combination! This 
happy result is a certainty with the “EMPIRE- 
MATIC” .. . due to exclusive features that 
assure perfect automatic operation. All this— 
PLUS true beauty of design! 


Your Jobber Can 


“% “EMPIRE-MATIC” 


—with Signalite that glows red when 
coffee is ready . . . “Cold Water’’ Pump 
for faster perking — while 


saving coffee. 
OCTOBER 14-14 12” 95 


NEw YORK city No. 1968—4-8 Cup 


The METALWARE CORPORATION | Dicerves, | 
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STORE OPERATIONS 





FLETCHER 


184—STUCK??? for an inexpensive 
merchandising method? Try these 
new self-sticking labels that feature 
such copy as: “Reduced For Quick 
Sale”, “Two For Only” and a self- 
sticking banding tape reading “Spe- 
cial Combination Offer”, etc.—Para- 
mount Paper Products Co. 





JUST 16 SQUARE INCHES OF SPACE 
ON YOUR COUNTER WILL INCREASE SALES 


Here is a new self-selling counter display that 
will make headline news in the hardware trade. 


Each display package contains one dozen FLETCHER 185—A PICTURE OF A CHECK.. 


Glass Cutters with the recently improved LUBRI- 
CONE IMPINGED Wheels. Place this new colorful 
display in a prominent location and watch your 
glass cutter sales grow. 


This unique display is extremely simple .. . 
just slide it out of its cardboard sleeve and it is 
all set up ready to go to work for you. It can stand 
on a counter or hang on a wall or peg board panel, 
and it is compact and easy to store. 


The newly improved FLETCHER Cutters in this 
newly improved display makes an unbeatable com- 
bination. Most important, however, is the customer 
satisfaction you gain with every FLETCHER Glass 
Cutter you sell. FLETCHER Glass Cutters are guar- 
anteed to give 100% service. 





WE WILL EXHIBIT AT THE NATIONAL 
HARDWARE SHOW, NEW YORK 
OCT. 14-18, BOOTH 55 

















is worth..a great deal to anyone who 
is subject to bad check losses, or who 
may loose checks through fire or 
theft. This machine photographs 
checks (and other documents) on 
microfilm. ’Stats can be presented for 
collection.—Perfection Processors 


186—PRICE TAG PROBLEM? De- 
signed to simplify store pricing oper- 
ations, this price tag holder has 60 
slots to keep tags in usable order and 
good condition. Lightweight green 


THE FLETCHER-TERRY CO.) sehciitee essen ee 


| Cost | rn Display Equip- 
902 SOUTH STREET * FORESTVILLE, CONN. | mnco 
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YES SIR, | sell Bow saws, all sizes 
.»» Gensco Bushman Bow Saws. 


a 


21” ALL-purpose Saw 


24” Camper's Saw 


This dealer, like so many 
others, really profits with 
the long line of Gensco 
Bushman Saws. It’s no won- 
der! He has the most com- 
plete line of fast cutting, 
easy to handle bow saws (11 
different sizes); he can fea- 
ture replacement blades that 
bring customers back again 
and again, and he sells qual- 
ity —second to none. 





New Wing Nut 
tension adjustment 





30” and 36” Saw 


Sell, feature and profit eer ae 
with Gensco Bushman Bow Saws now 





REPLACEMENT BLADES ” and 48” Adjustable Saw 


CA IPR _% 


BUSHMAN —- BUSHMAN NORDIC 30” and 36” Miner Saw 
PATENTED = PULPWOOD RAKER 


BLADES BLADES BLADES Extended Handles in 30-36-42 and 48” 


OTHER GENSCO PRODUCTS 


Esteel Wood Planes Swedish Wood Chisels Lindstrom Pliers and Cutters 


SEE YOUR JOBBER WRITE FOR LITERATURE 


GENSCO TOOLS 


GENERAL STEEL WAREHOUSE CO., INC., 1808N. Kostner Ave., Chicago 379, Ill 
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REEVE SiureSell 


=Fttfeit Olali mics 


emek >a ek Sy .\ 


Assembly 





“a5” 


Show Mote - - 
Sell More... 


with this easily-assembled unit 


All steel for heavy loads 

Includes base frame and double standards 
Day-to-day flexibility 

Brackets adjustable at one inch intervals 
50 sq. ft. of sales space on 18 sq. ft. 

of floor space 

All you supply is shelving 

Easy-to-follow 

assembly instructions included 
Economical...durable...pays for 

itself in profits, many, many times over... 
with fast, self-service sales 

of high mark-up small items. 


Complete Shuresell’ Gondola 


$145.00 includes - inate s 
Perfo-Board shelves, hon! 
aluminum price strips, 
bin hardware and glass 


Store Equipment Catalog 


Every type of display item from 
ticket holders to complete display 
unit, fully illustrated and 
described. Full of valuable information 
on display assembly and modern store 
engineering. Send for it today. 


REEVE Company 


Manufacturers & Distributors 
MAIN OFFICE & PLANT 
RIVERA (Los Angeles County) CALIF., OXford 2-3725 


BRANCH: 820 E. 12th St., Oakland, California, TEmplebar 4-8944 
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@ HYCAR man-made rub- 
ber for super resistance 
to water swell, steam and 
abrasion. Exhaustive 
tests prove there is noth- 
ing better available. 


e TAPERED SIDES for 
true, absolute fit in re- 
tainer without edge 
trimming. 


FITTING | 
COMPANION TO THE “g » 


FABULOUSLY SUCCESSFUL = 


HOLES for easier instal- 
lation 

0] 4 @ FULL 1%” THICK to fit 
all new and old faucets 


@ RECESSED LETTER- 


FL APPER — assures a uniform 
TANK BALL e HIGH POLISHED 


FINISH 


Illustrated above is the 458 Korky Washer Assortment consisting of 
24 Styrene boxes with transparent hinged lids. Each box contains 
six assorted size washers and two screws. Korky Faucet Washers are 
also available in quick-opening cans of 100 pieces in straight sizes 
and a master kit containing 200 pieces of assorted sizes. 


WRITE TODAY FOR FREE 
SAMPLE AND PRICES 


LAVELLE RUBBER COMPANY 


426 N. Wood St. CHICAGO 22, ILL. 
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One-Stop Shopping Center 
For Farmers In Modesto 


MODESTO, Calif.—Recently, the J. 
B. Hill Company moved into its new 
building at 724 Yosemite Boulevard. 

The store, designed as a one-stop 
shopping center for farmers was ex- 
panded to include a new hardware 
and hand tool department in addition 
to its usual line of feeds and other 
primary farm supplies. 

The stock also includes bedding 
plants, pet supplies, pipe and pipe 
fittings, and a variety of poultry and 
farm equipment. 

The new building has 3,000 square 
feet of floor space and an adjoining 
warehouse with 10,000 square feet. 


Fine China Added 
To Gift Department 


CORONA, Calif.— The Corona 
Hardware added a line of fine china 
to its giftware department. They are 
stocking five patterns. They have also 
added Fostoria crystal patterns to go 
with the line of Franciscan China. 
Gerald Fare, manager of this store, 
explained that the growing demand 
for quality china resulted in this ad- 
dition. “Our Bride Service has pointed 
out the increasing demand for fine 
china and glassware and we are 
pleased to be able to make available 
a ready source of supply so that the 
people in our area don’t have to drive 
to other towns.” 


CAMPBELL INTRODUCES PRE-CUT 
AND PACKAGED CHAIN 


According to G. J. Campbell, Jr., 
president Campbell Chain Company, 
a completely new type of chain was 
presented at a recent general sales 
meeting at the plant. The Campbell 
Blue Temper Chain will be furnished 
to the trade pre-cut and packaged in 
sizes of 3/16”, %”, 5/16” and %” 
Proof Coil Chain in lengths of 10’, 
15’, 20’, 50’ and 100’. 

The packages are clearly labeled 
to show the size, length and type of 
chain with space provided for pricing. 
The chain in 50’ and 100’ lengths 
bears the exclusive “Measure Mark” 
—the accurate method of marking 
chain every five feet and using color 
to identify the type of chain. 








Where's The Number? 
Due to mechanical limitations the 
INQUIRY NUMBER is sometimes 
omitted at the bottom of an ad. To 
find the inquiry number check the 
INDEX TO ADVERTISERS on 
Page 94 of this Issue. 


CIRCLE THE NUMBER — WE DO THE REST 
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what an opportunity! 


GINA 








With the Regina Polisher and Regina Electrikbroom, retail- 
ers have a selling story and unique selling features that can’t 
be equalled anywhere in appliances! 

And Regina’s telling and selling its powerful story to 
millions of consumers this fall in smashing, big-space color 
ads. Already—special July and August ads in the bride and 
building magazines are priming fall sales. Right after Labor 
Day, the campaign moves into high gear, continues through 
October into the Christmas selling season . with 26 ads 
in 17 magazines! 

With action like this, now’s the time to start planning your 
own tie-in ads, promotions, store windows, displays, mailings 
...for a first claim on the big Regina business awaiting you! 


17 TOP MAGAZINES SELLING REGINA FOR YOU! Tan Z) 
LOOK patel tn POLISHER ond SCRUBBER 


McCALL'S NEW HOMES GUIDE 

LADIES’ HOME JOURNAL HOME MODERNIZING America’s first, best, most widely-used polisher —with the most power- 
HOUSE & GARDEN’S ful sales story in polishers today! Regina is the ultra-modern way to 

BETTER HOMES & GARDENS BOOK OF DO beautiful floors...and your customers know it! 

AMERICAN HOME ene 


HOUSE BEAUTIFUL’S eid etkh wome’ 
HOUSE BEAUTIFUL BUILDING MANUAL la = VUES 


LIVING FOR YOUNG HOMEMAKERS BRIDE & HOME 

No other vacuum cleaner like it 
HOUSE & GARDEN BRIDE'S MAGAZINE in the world! That’s why no other 
SUNSET MODERN BRIDE vacuum cleaner sells so fast, so 
si easy as Electrikbroom. Used 


daily in thousands of homes, 
hotels, motels. 














FLASH! THE REGINA CORP., 520 W. 7th St., L. A. 14, Calif. 

= I am interested in the...... Model TS Polisher and Scrubber 

Write TODAY for Electrikbroom...... Model A Floor Machine 
Regina Model A 16-Inch FREE dealer helps TEMES 
Twin-Brush Floor Machine New Mat Service ceveseseeeeee AME — eee? of distributor for my territory 
Statement Stuffers +seeceeeeeR GINA Gealer helps 
Backed by full-page advertising Radio Commercials 
in 5 institutional publications this Fall... TV Commercials utiricsael 
with circulation over 200,000. Give-Away Booklets ADDRESS. 
CIry. ZONE. STATE. 





In Canada: Switson Industries, Ltd., Welland, Ontario 
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NEW PRODUCTS —Continued From Page 23 





138—“BAR” NONE, any home bar- 
tender would be pleased to receive 
this “Sparklet” Bar Ensemble. In- 
cludes silver-lined double jigger, 
large-paddle stirring spoon, combina- 
tion cap lift and cork pull, pour 
spout, strainer, ice tongs. — Knapp- 
Monarch Co. 





139—BACKLOGGED BILLS, Mean- 
dering memos and lost letters will find 
a neat new home in this bronze 
finished “Handy Holder.” Features 
protective rubber feet. Also holds 
stationery, pocket-size books, napkins. 
Measures 7” wide by 734” high.— 
Embro Mfg. Co. 


140—“PRISCILLA’S PAL” in the 
days of the American Colonies, was 
a “Firefork,” designed to move logs 
and embers. This “Colonial Fireset” 
features such a gadget, along with 
an embershovel and a_ hearthbrush. 
Hand rubbed walnut handles.—Sey- 
mour Mfg. Co. 
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141—“A CLOSE SHAVE” for ice, is 
the new feature of the “Osterizer” 
liquefier-blender. Icer-Attachment 
will fit all models of the machine, in- 
cluding a new model featuring two- 
speed operation at the price of a 
one-speed model. — John Oster Mfg. 


142—“THE CROWNING TOUCH” 
for today’s kitchen is an electric can 
opener and this unit is attractive and 
well designed. Put can in place and 
press lever—can is opened, and edge 
rolled back to safe rounded smooth- 
ness. Opens any shape can.—Burgess 
Vibrocrafters, Inc. 


1483—HEARTY HOSTS will enjoy 
these humorous and attractive co- 
ordinated host and hostess apron sets. 
Hand-printed seven-color hospitality 
design of man’s apron is echoed on the 
tie of the ladies’ model. Guaranteed 
washable colors. — Parvin Manufac- 
turing Co. 


144—“C UTTING THE COST” 
through intensive research, this man- 
ufacturer is offering these new fiber- 
glass planters with translucent mesh 
treatment at the price of his ordinary 
colored fiber-glass models. Now avail- 
able in “Hat Box” and “Ming” styling. 
—Kimball Mfg. Corp. 








145—HELP! FIRE! Help to the 
dealer to sell more fireplace acces- 
sories is this self-standing display 
package for hanging firesets. Offers 
dealers opportunity to promote sets 
as gift items. Tools & screws are in- 
cluded. —Bennett-Ireland, Inc. 


146—GETTING TO THE BOTTOM 
... Of this planter one will discover 
a new drain mechanism that permits 
excess water to be drawn off. Pre- 
vents root decay. Filter prevents 
clogging of drain by earth and allows 
air to circulate upward as in terra 
cotta.—General Fiber Inc. 
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UP Sales and Profits 


in Tinware with ; ag ix NEW 
nationally advertised’ 6°47 cess: isos 
pettees © MIRACLES 


. .. New from Keiser — the originator of the Pat- 

: : j ented Push Cut Construction. This unique design, 

New eee the r api / IS found only in Miracle grass and hedge shears for 

MOULI MA o. more than 25 years, assures the ultimate in effort- 
SH FR es less cutting power. 


Another new with 3 grills a 1 57—Miracle grass shear. The arm 
saliseieiestine as 4 rest shear, entirely different, the 
world-famous — only shear you can lean on, rest 
ot fost, sine = J 4, your arm and steady 

sT-seliin ae 2 *, ’ 
kitchen ston yourself. Keep hand en- 
sils. This new . er tirely removed and pro- 
eater oon , Fa ‘ tected from 
asher oes \ ” Nut . 
@ fast, simp! Me Rte, ground, no skin- 
mashing fob wy SS rig ned knuckles. Big 
on vegetables, fruits, etc. . . . and is a perfect value and a fast 
strainer for broiled foods, macaroni, spaghetti, too. seller 


Smashing all sales records! 
Thousands sold every day! 


Patent 
2,661,534 


The Lest in Shears 


MANUFACTURING CORPORATION | 
71 BROADWAY JERSEY CITY 6, N. J. $1.00 25—Miracle Construc- 
For Details Circle 55 on INQUIRY CARD | tion Long Handle 





Bie Grass Shear — Two 
handles for easy, fast 
operation. Clip the 
grass as you walk. 











A real help 


for salespeople 


CHINA & GLASS 


By H. 9. Wilson 


: M500—Miracle Construe- 
This 56-page booklet reveals sales and merchan- . tion Hedge Shear. Differ- 


dising ideas for all types of dinnerware, glass- = ent from all old-style 
f ’ hedge shears. The brain 
ware and table accessories. It also gives the of the Shear transmits 


historical] background, manufacturing methods the power. Easy on the 


and window and in-store display ideas. hands. No shock. 





Get this excellent sales aid, today. Send 25 cents Retailers say, 


“the finest shear on the market... 
for each booklet to .. . people insist on Miracles.’ 


| KEISER MANUFACTURING CO. 
READING, PENNA. 
HARDWARE WORLD SERVICE BUREAU Represented on the Pacific Coast by 
| CHARLES G. PUTNAM COMPANY, 1355 Market St., San Francisco 3, Calif. 
1355 Market Street San Francisco 3, Calif. Represented in the Intermountain States by 
| KENNETH J. DAHM COMPANY, 1427 Elati St., Denver 4, Colo. 
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Use Inquiry Postcard for Further Information About NEW PRODUCTS 





147—FREE WHEELING ease is 
offered by this new “Alsynite” gen- 
eral purpose, molded- rubber-composi- 
tion truck-caster wheel. New material 
will not mark or smudge floor and 
is 50% more resistant to impact than 
previous models.—Bassick Company 


148—“IT MEETS THE TEST.” 
Flexible polyethylene plastic pipe 
made by this firm meets or exceeds 
the commercial standards as to 
weight, marking and performance set 
by the U. S. Department of Com- 
merce. Now comes in new tire-type 
wrap.—Yardley Plastics Co. 


a — 


all 
— 


149 — “SPLIT-PERSONALITY 
PLIERS” do both the jobs of pliers 
and wrench. Features five positions, 
gear-locked, with jaws exactly par- 
allel. Easily adjustable with pivot pin 
that rolls from one position to an- 
other like a roller bearing. —P & C 
Tool Company 


68 


150—“DOUBLE ACTION DELIGHT” 
for hobbyists is this new sander which 
operates in either standard or orbital 
motion at the turn of a key. No 
parts need to be removed or fitted 
into place. Action display demon- 
strates the key operation.—Cummins 
Portable Tools 


151—*A HONEY OF A HONE” is 
this roller oil hone knife sharpener. 
Use causes the hone to revolve slowly 
presenting a wet surface at all times. 
Prevents loading of honing surface 
and eliminates friction heat. Few 
strokes maintain bevel.—Wulff Mfg. 
Co. 


152—“CUTTING CORNERS” to 
make sawing easier, this keyhole saw 
cuts in every direction. Cuts wood, 
metals, plastics, etc. Flexible back 
and hardened teeth permit bending 
without breaking. Heat treated to 
withstand severe punishment.—Great 
Neck Saw Mfrs. 


153—“A NEW ENTRY?” in the carded 
hardware field, this line is designed 
for self-service in variety, hardware 
and builders supply stores. Line is 
mounted on self-sell cards by the 
“skin-pack” method for fully effective 
display.—Prestige Hardware 


154—“YOU PAY YOUR MONEY” 

. and you get your choice of 
using this tool as either a power saw 
or a chain saw. Convertibility will 
appeal to hobbyists who have only 
occasional use for a chain saw, but 
will buy a dual-purpose unit. Port- 
able Electric Tool 


155—“ECONOMICAL IDEA” for 
bracing shelves and holding up clothes 
poles is this attractive shelf and pole 
bracket, designed to retail at $1.00. 
Finished in copper-tone enamel. Can 
be used as end or center support. 
Prevents sagging of shelves and 
poles.—Belson Mfg. Co. 
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NEW PRODUCTS 


162—COLORFUL CHRISTMAS deco- 
rations will be insured by this handy 
carry-home carton of 4 aerosol cans 
of paint in holiday colors and special 
“splatter-spray” nozzle. Contains 
four 70¢ cans of silver, gold, red and 
white. Sells for $2.98.—Seymour of 


163—CHRISTMAS CAMPAIGN for 
promotion of new “Executive Thin- 
line” pocket tape rule will feature a 
metallic foil gift box.. Available in two 
lengths, the 6-foot is in a silver box, 
and the 8-foot in a gold box. Packed 
six each to a carton.—Lufkin Rule 
Co. 


164—“AX ME” about tools for Christ- 
mas gifts, and I’ll tell you about this 
belt ax with matching sheath, pack- 
aged in a bright, colorful gift box. 
Features full polished head with thin 
blade and powerful driving face. De- 
signed for sportsmen.—True Temper 
Corp. 
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of providing % 
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satisfaction 
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‘TROLLEY TRACK and HANGERS 
for industrial, commercial & farm building 


Time-tested ... top-quality... best- 
sellers... backed by over 75 years of 
experience... ALL are adjectives that 
describe R-W’s line of trolley tracks 
and hangers—ALL are important to you 
for greater sales volume and added 
profits. R-W offers you a line that sells 
on reputation...a line that you can 
sell with assurance of knowing your cus- 
tomer will be satisfied. There’s a type 
and size to meet your customer's exact 
requirements. R-W Trolley Track and 
Hangers will provide dependable, 
trouble-free operation year after year 
...even on doors weighing a ton. 


“EaR-Way” Track and Trolley for 
smooth, effortless operation. R-W 
No. 239 track has ears spaced on 
12-in. centers that are attached to 
walls by lag screws. Bosses hold 
track away from building allowing 
free passage of air and preventing 
rust. R-W 346)2B hangers have ball 
bearings and vertical and lateral 
adjustments. 


rere TOM: 


Leading manufac- 
turer of Track, 
Hangers, all types 
of hardware and 
Electric Door Op- 
erators for over 
75 years, 
2323 





Phone Dunkirk 


hards- 


MANUFACTURING COMPANY 


A HANGER FOR ANY DOOR THAT SLIDES 


W. Third Street 
Los Angeles 57, Calif. 
8-6173 


WEATHERPROOF BARNDOOR TRACK and 
HANGERS...the favorite of farmers every- 
where. R-W 36 self-cleaning type track is 
weather and bird proof. R-W 423 hangers 
feature roller bearings and lateral and vertical 
adjustment for easy, dependable operation. 


me § — 
. x = 


“LOCK JOINT” TRACK and 
HANGERS for doors 1% to 
2% inches thick. R-W “LOCK 
JOINT" track No. 31 is avail- 
able in 4, 6, 8, 10 and 12 ft. 
lengths. R-W No. 20-2 hangers 
will provide years of depend- 
able operation... features 
roller bearing steel wheels, 
lateral and vertical adjustment 
for fool-proof operation. 


A "Glide-Ride" for Doors that Slide! 


for complete information. 
Request Catalog No. A-91-LP 


ilcox 


850 S. Van Ness Ave. 
San Francisco 10, Calif. 
Phone Mission 8-6700 


1160 Fairview No. 
Seattle 9, Washington 
Phone Main 3650 
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TO RECEIVE ANY OF THIS PRINTED MATTER CIRCLE 
NUMBER ON INQUIRY CARD PAGE 64 


PYREX 1957 DEALER CATALOG 
is a beautifully designed and exe- 
cuted brochure on the Corning Glass 
Works’ line of range-top ware, oven- 
ware, dinnerware, casseroles, meas- 
ures, tumblers and nursing units. In- 
cluded are specifications as to avail- 
able sizes, colors, etc. and prices. 

For Details Circle 200 on INQUIRY CARD 


CF&I WICKWIRE WIRE is de- 
scribed in a 72-page illustrated cata- 
log from Colorado Fuel & Iron Cor- 
poration. Gives complete ordering 
specifications for all CF&I wire, in- 
cluding manufacturers low carbon 
coarse wire, high carbon fine and 
specialty wire, low carbon fine and 
specialty wire and flat and shaped 
wire. Includes diagrams and descrip- 
tions of types and grade and covers 
the manufacturing process with spe- 
cial emphasis on rigid testing and 
quality control. 

For Details Circle 201 on INQUIRY CARD 


PENCO STEEL STORAGE CABI- 
NETS are the subject of a 4-page 
bulletin from Penco Metal Products 
Div., Alan Wood Steel Co. Described 
are the firm’s line of steel cabinets, 
wardrobe cabinets, desk-height effi- 
ciency cabinets, counter-height utility 
cabinets, etc. Also covered are steel 
lockers and steel shelving. 

For Details Circle 202 on INQUIRY CARD 


“TIP TOP” is the name selected by 
Termite Drills Inc. for their carbide- 
tipped single-cutter rotary masonry 
drill, which is described in a catalog- 
sheet bulletin offered by the firm. For 
use in standard rotary electric or air 
drill, the drill operates without the 
use of water. 

For Details Circle 203 on INQUIRY CARD 


WATERBURY EYELETS - FER- 
RULES-TERMINALS are covered in 
an informative brochure from Water- 
bury Companies, Inc. Includes detailed 
specifications for the firm’s line of 
copper, brass and steel stampings— 
flat flange eyelets, rolled flange eye- 
lets, special eyelets, ferrules and a 
large assortment of terminals. Well 
designed book permits easy ordering. 

For Details Circle 204 on INQUIRY CARD 
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“BUYING GUIDE” is a 28-page 
booklet, from X-acto, Inc., packed 
with craft and hobby buying informa- 
tion. Designed as a dealer information 
piece, the guide is an excellent cus- 
tomer selling tool as well. Contains 
complete, illustrated material about 
every X-acto product on the market. 

For Details Circle 205 on INQUIRY CARD 


COOKAMATIC CONTROLLED 
COOKING is the subject of an ex- 
cellent brochure from Landers Frary 
and Clark on the Universal line of 
automatic cooking appliances making 
use of a single thermostatic control 
unit. Included in the appliances de- 
signed for use with the control are 
an automatic frying pan, 2 automatic 
saucepans, automatic griddle. Design 
permits full immersion in dishpan of 
all appliances. 

For Details Circle 206 on INQUIRY CARD 


ee FP OMOT on 
STEP UP 800K 
TO HIGHER 
PROFITS 
With 


© fheesereen: 


PEmwETT IRELAND HE 





“STEPS UP TO HIGHER PROF- 
ITS WITH FLEXSCREEN” is the 
title of a collection of sales-promo- 
tion literature offered by Bennett-Ire- 
land to help dealers promote the 
firm’s line of fireplace accessories. 
Covered are: national advertising, lo- 
cal advertising, display material, 
sales promotion literature and photo- 
graphs of the entire line. 

For Details Circle 207 on INQUIRY CARD 


“FROLIC TIME” is the title of a 
3-color consumer folder on the action 
toys and juvenile furniture made by 
O. W. Siebert Company. Eight-page 
booklet is prepared to help parents 
select the “right” toys and furniture 
for their children. Highlighted are the 
firm’s futuristic velocipedes with a 
speedy, jet look, slung low for safety, 
and functional “train-a-bikes” that 
convert from boy’s to girl’s model 
with the mere lifting of the crossbar, 
become two-wheeled with detach- 
ments of the trainer wheel. 

For Details Circle 208 on INQUIRY CARD 


“GOT A QUESTION ABOUT AL- 
SYNITE?” is the title of a sales-aid 
booklet for dealers who sell the lines 
of Alsynite Company of America. The 
booklet pools expert technical knowl- 
edge, providing fingertip answers to 
problems in retail selling. Contains 
such information as: “How Alsynite 
is cut,” “How mastic is applied,” etc. 
Back cover carries a complete break- 
down of Alsynite Residential sizes 
and colors, while a panel calculator is 
featured on a back page to help deter- 
mine proper panel width and number 
needed for a specific job. 

For Details Circle 209 on INQUIRY CARD 


“RADIO LINE PRESENTS” a new 
kind of garden cart in a fullcolor leaf- 
let from Radio Steel & Mfg. Co. At- 
tractive appearance, greater capacity 
through new body design and easy 
mobility are among the features of 
what the manufacturer calls, “A 
fresh new concept in a garden cart.” 
Eye appeal of this model should be of 
great interests to feminine buyers. 

For Details Circle 210 on INQUIRY CARD 


“RONSON LIGHTER LINE FOR 
1958” is thoroughly covered in a full 
color 8%x11-inch brochure from Ron- 
son Corporation. Included are both 
pocket, purse and table models (both 
in sets and separates) and lighter fuel 
and accessories. 

For Details Circle 211 on INQUIRY CARD 


HARDWARE WORLD 





FREE LITERATURE 





“LOCKS, LATCHES, BUILDERS 
HARDWARE?” are described in a new 
catalog from Welch Brothers Lock 
Co. Complete specifications with di- 
mensions, finishes and styling for 
every item are included. A new num- 
bering system makes it simple to as- 
semble a wider variety of combina- 
tions of locks, trim and handles in 
entrance sets. 

For Details Circle 212 on INQUIRY CARD 


“HOW TO REMOVE AND RE- 
STORE ALL FINISHES” is a 28-page 
booklet offered to readers of various 
do-it-yourself magazines by Savogran 
Company to stimulate sales of Savo- 
gran removers. New techniques out- 
lined in this booklet will enable more 
and more people to engage in furni- 
ture re-finishing projects. Each step 
is illustrated and explained in simple, 
non-technical language. 

For Details Circle 213 on INQUIRY CARD 


“BIG PARADE” is the title of a 
brochure from Landers, Frary and 
Clark, describing their full line of 
Universal appliances and the publica- 
tions in which advertising concerning 
them will appear. New automatic 
blankets (including a double-zippered 
model for king size beds), full line of 
coffee-makers and numerous other 
items are described and illustrated. 

For Details Circle 214 on INQUIRY CARD 


“CASH STASHER SAFE” is an in- 
teresting item, illustrated and de- 
scribed in a 2-color catalog, which 
protects money in homes, vehicles, 
stores, etc. Small size and low cost 
should attract small retailers, route- 
collectors, and others who need a 
simple method to safeguard daily 
cash intake. Made by National Mal- 
leable and Steel Casting Company. 

For Details Circle 215 on INQUIRY CARD 


“STANLEY ALUMINUM JALOU- 
SIE WINDOWS” are covered in a 
four-page brochure from Stanley 
Building Specialties Division of Stan- 
ley Works. The booklet describes the 
features, installation and _ specifica- 
tions of jalousie windows. Detail 
drawings show horizontal and vertical 
sections and a typical mullion in one- 
half full size. Standard sizes are 
given. 

For Details Circle 216 on INQUIRY CARD 


“WHY STOP WITH A TOP?” is 
the question asked by a four-color 
folder offered by Formica Corporation. 
Pamphlet discusses the many uses of 
“Formica” in addition to counter sur- 
facing. Shows the product used as 
wall facing, on cabinets and doors in 
every room in the house. Devoted 
entirely to residential installations. 

For Details Circle 217 on INQUIRY CARD 
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5 reasons why 


TAYLOR MADE CHAIN 


selis faster, easier, 
more profitably! 


Chain 79 our specialty, not our sideline! 


Taytor Maoe 


A GREAT NAME IN 


CO, 


Nationally advertised in 
Business Week, Steel and other 
leading trade magazines. Effective, 
hard-hitting ads pre-sell your present 
and potential customers on the out- 
standing merits of every item in the 
complete line of Taylor Made Chain. 


Most complete, up-to-date 
and easiest-to-use sales helps. 
Includes a series of sales bulletins, 
with full descriptions, illustrations 
and latest specifications ... stuffers... 
jobber catalog pages... ad mats and 
a complete catalog. 


Modern packaging includes 
easy-to-handle, self-displaying Tay- 
Pails for BBB and Proof Coil... dis- 
tinctive fiber board cartons for smaller 
items... Taylor’s famous Self- 
Service Chain Display Stand. 


Tape-measured and color- 
coded! BBB, Proof Coil, Hi-Test and 
Alloy Chain is color-coded and tape- 
measured every five feet. Fast accurate 
grade selection and measurements are 
assured. Easier sales and better profits 
for you are the result. 


Finest, best-trained, fac- 
tory sales-service men. Taylor’s 
men are the envy of the industry. 
Their thorough knowledge of chain 
and its many applications is a big 
help to jobbers everywhere. 


Easte riant 3 55 


For Details Circle 39 on INQUIRY CARD 


S.G. TAYLOR CHAIN CO 
|= To) atm) Oh- Pai at taalaalolale. 


in 


INC 


dt 








FREE LITERATURE 


‘‘ELECTROMATIC STEEL 
SHELVING,” made by Standard 
Pressed Steel Co., is illustrated and 
described in a 4-page bulletin from 
the manufacturer. Features of this 
shelving include a built-in locking de- 
vice for faster erection and disassem- 
bly and straight in-out shelf change. 
All-steel shelving comes in regular, 
medium, heavy or extra-heavy con- 
struction, including open, closed with 
bin units, ledge counter and cabinet 
types. 

For Details Circle 218 on INQUIRY CARD 


“CHARTING STEEL’S PROG- 
RESS” titles a 72-page booklet which 
presents significant iron and steel in- 
dustry statistics in graphic form. 
Offered (single copy only) by Ameri- 
can Iron & Steel Institute, the booklet 
is designed for the person who can 
see relationships more readily when 
statistics are presented in chart form 
rather than in figures. Six sections 
of the book are: 1. Steelmaking Raw 
Materials, 2. Steelmaking Capacity, 
8. Expanding Steel Production, 4. Dis- 
tribution of Steel Products, 5. Wages, 
Hours and Working Conditions, 6. 
Steel Industry’s Financial Affairs. 

For Details Circle 219 on INQUIRY CARD 


MICROSIZE SELF-LOCKING 
NUTS are covered in a new bulletin 
from Standard Pressed Steel Co. 
These miniature precision locknuts 
are designed for scientific and indus- 


trial instruments, electronic equip- 
ment and other applications where 
weight and size are design factors. 
Nuts are available in steel, stainless 
steel, brass and aluminum. 

For Details Circle 220 on INQUIRY CARD 


“IN RECORD KEEPING IT’S VIS- 
IBILITY THAT COUNTS” is the 
theme of a brochure offered by the 
Systems Division of Diebold, Inc., on 
their Tra-Dex Vertical Visible Record 
Systems. The well organized and il- 
lustrated booklet presents a simpli- 
fied step-by-step analysis of the Die- 
bold way to use visible margins more 
effectively for business control. 

For Details Circle 221 on INQUIRY CARD 


HOME OWNERS CATALOG OF 
PLUMBING AND HEATING has 
been made available 
in a new edition to 
plumbing, heating 
and hardware deal- 
ers by the Keystone 
Plumbing Sales Co. 

For 25 years this 
catalog has been 
used by dealers to 
boost sales and 
build store traffic. 
Eighty-four page, 
digest-size catalog prices and illus- 
trates hundreds of plumbing and 
heating items. Contains many “fix-it” 
hints for dealers to pass on to home- 
owners for increased good will. Free 
sample is available on request and 
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BOOKS—For Sale or Resale—— 


low-cost price list for dealer-to-cus- 
tomer mailing will also be sent. 
For Details Circle 222 on INQUIRY CARD 


DeVILBISS SERVICE MANUAL 
is a 405-page book containing a full 
parts list as well as general informa- 
tion on installation, operation and 
maintenance of products made by the 
DeVilbiss Company. Compiled at the 
request of resale outlets, the new 
manual provides up-to-date literature 
and reduces errors in ordering mate- 
rial and service parts. It replaces pre- 
vious manuals which were kept cur- 
rent by the periodic mailing of re- 
placement pages. Although replace- 
ment sheets will be available when 
requested, the company now plans to 
issue a new volume whenever suffi- 
cient changes accumulate to make it 
necessary. The company is offering 
this manual at $2.50, net, FOB, To- 
ledo, Ohio. 

For Details Circle 223 on INQUIRY CARD 


“STORYTIME BOOKS,” published 
by Rand McNally & Co., have added 
a new series to the firm’s lower-price 
book line. Eight new titles are now 
ready for shipment, including: Benjie 
Engie, Cowboy Dan, Five Beds for 
Bitsy and several others. Designed 
for children three to seven years old, 
the books are slated to retail for 59¢. 

For Details Circle 224 on INQUIRY CARD 


‘DOLLAR AND UNIT MER- 
CHANDISE PLANNING AND 
BUDGETING,” now in a revised 
fourth edition, is a book which helps 
buyers and merchandise managers to 
know how much to buy, what to buy 
and when to buy. Written by Jerold 
S. Meyer, General Manager of 
Strouss-Hirshberg Co., the book is 
offered at $5.00. 

For Details Circle 225 on INQUIRY CARD 


MASTER PARTS AND PRICE 
LIST of the Johnston-Worthington- 
Jacobsen lines of power mowers is de- 
signed to eliminate time wasted by 
thumbing through countless separate 
parts lists and to speed receipt of 
parts through accurate identification 
in ordering. This book is an annual 
with no pages to add or delete and 
sells for $4.75 postpaid or $6.75 with 
deluxe cover. 

For Details Circle 226 on INQUIRY CARD 


MATERIALS HANDLING EQUIP- 
MENT is the title of a new book of- 
fered by Chilton Company and writ- 
ten by D. Oliphant Haynes, author of 
over 100 articles on all phases of ma- 
terials handling. Mr. Haynes, whose 
book covers the functioning of each 
machine in the materials handling 
field, has served as consultant for 
large industrial companies of every 
type and has been a lecturer and con- 
ference leader on this subject for 
many national trade and technical or- 
ganizations. Priced at $17.50. 

For Details Circle 227 on INQUIRY CARD 


SPORTS LITERATURE 


“SATISFYING SALARIED EM- 
PLOYEES,” a study just issued by 
the National Association of Manufac- 
turers is designed to help employers 
find out what salaried workers want 
in their job, and then point up ways 
and means of providing these job 
satisfactions. The study covers four 
areas: status and recognition, com- 
pensation, communication, supervi- 
sion. Price 50¢. 

For Details Circle 228 on INQUIRY CARD 


GOLF FOR INDUSTRY is the title 
of a new publication from the Na- 
tional Golf Foundation designed to 
help the company executive, person- 
nel director and employee recreation 
supervisor of the now golfless com- 
pany to appreciate what golf can do 
for employee morale by shpwing what 
has already been done in hundreds of 
companies throughout the nation. The 
book tells how to set up a complete 
company golf program that will pay 
off, regardless of the number of em- 
ployees involved or the resources 
available. Book is a product of three 
years’ study of more than 100 Ameri- 
can business organizations Priced at 
$1.50. 

For Details Circle 229 on INQUIRY CARD 


CHOOSING THE RIGHT HAND- 
GUN is an important factor in sport- 
type shooting, and is also the title of 
a new pamphlet prepared as a service 
to gun dealers and their sales person- 
nel by High Standard Mfg. Corp. 
This instructive guide is packed with 
facts and features concerning all of 
the models produced by the company, 
and has the double purpose of keep- 
ing sales people informed and helping 
the customer select the right gun for 
the type of shooting he plans. Shows 
diagrammatic breakdowns of pistols 
and features reprints of ads from 
many consumer megazines. Offered 
free to dealers. 

For Details Circle 230 on INQUIRY CARD 


MARLIN TARGET AND GAME 
RECORD BOOK, offered by Marlin 
Firearms Co., consists of 20 pages 
laid out for recording target shooting 
results, recording game bagged and a 
record of guns owned by the hunter. 
Also included are pages of useful in- 
formation concerning shooting and 
hunting. Booklet is designed for 
carrying in the pocket of a hunting 
jacket and to provide the sportsman 
with a permanent record of his shoot- 
ing activities. 

For Details Circle 231 on INQUIRY CARD 

SEA HORSE FAMILY BOATING 
GUIDE is a beautifully designed little 
booklet covering the subject of boat- 
ing safety. Offered by Johnson Mo- 
tors Division of Outboard Marine 
Corp., the pamphlet covers boats and 
motors, boating equipment, coast 
guard equipment, handling the out- 
board boat, open water navigation, 
river navigation, “rules of the road,” 
weather, etc. 

For Details Circle 232 on INQUIRY CARD 
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What's COMATO with your hose profit picture? 


(say “ah'’) 


-nothing 
when you push [(°"[2"" 


SUPPLEX 


RETAIL $3.98 and up — Won't burst even 
if left for days in hot sun under full water 
pressure. Guaranteed 10 years. 


Note tough, knitted 
ply of nylon tire cord 
ed in this all- 
vinyl hose. An 
outstanding sales 
feature your 
customers 
can see. 








a good money in hose — with Supplex. Made 


right for customer satisfaction ... priced right to bring you ate-priced field, also give you generous 
ye ‘ profit margins. Fully guaranteed. 
full profits. Pre-sold by color advertising in a strong list oe olecoetistesinet eaateetililaniam 


RETAIL $2.24 and up — Leaders in moder- 


of national magazines TRIPLE TUBE SPRINKLER 


Attractively packaged. Real help-you-sell displays, 
ad mats, etc. Plus . . . free Ad-Dollars to pay for your own 
local advertising. Buy Supplex and sell quality. 


RETAIL $3.98 and up — S ior, tript 
SUPPLEX COMPA NY, Garwood, N. Jd. tube construction. outsells all other one: 


klers. Packed on amazing new reel. ..makes 
Division of Amerace Corporation all other flexible sprinklers obsolete! 


For Details Circle 40 on INQUIRY CARD 
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PORTLAND—Transfer of John F. 
Lamey, sales representative in Den- 
ver, Colorado, for McKinney Mfg. 
Company, to Portland, Oregon, has 
been announced by the Pittsburgh 
firm. 

From Portland, Mr. Lamey will 
handle the sale of McKinney builders’ 
hardware in Washington, Idaho, Mon- 
tana, Utah, as well as Oregon. He 
replaces William N. Browning, a local 
representative who formerly handled 
the line. 


Turner 
Names 
LaPole 


Lester M. 
LaPole 


Harold V. Engh, President of The 
Turner Brass Works, Sycamore, IIli- 
nois, has announced the appointment 
of Lester M. LaPole as sales promo- 
tion manager. Mr. LaPole comes to 
Turner from the John Sterling Cor- 
poration, makers of builders hard- 
ware. 


Thomas Expands L.A. Plant 


LOS ANGELES — Thomas Indus- 
tries, Inc., Louisville, Ky., recently 
completed a 25,000 square foot addi- 
tion to their plant here. The new 
space will be used for both production 
and warehousing of the company’s 
lighting fixture lines. The plant in- 
cludes one of the industry’s most mod- 
ern lighting fixture showrooms. 
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Taylor Chain Appoints 
Eric F Chemnitz Co. 


Eric F. Chemnitz 


EMERYVILLE, Calif.— Eric F. 
Chemnitz Co., 1096 Yerba Buena Ave., 
here, has been appointed representa- 
tive for S. G. Taylor Chain Co., Inc., 
for Northern California. 

The appointment was made by 
Owen W. Sandstrom, V.P. in charge 
of sales, while Eric F. Chemnitz, pres- 
ident of the representative firm, was 
visiting main office in Hammond, In- 
diana. At the same time arrange- 
ments were made to send Ted Chap- 
man, assistant sales manager of the 
chain company, to the West to work 
with the sales organization for a lim- 
ited time. 


Adams-Rite Names Reps 


Duane Lyle 


LOS ANGELES—Two additions to 
the representation of Adams-Rite 
Company in the Western states have 
been made. With the formation of his 
new firm in Palto Alto, California, 
Duane C. Lyle will represent the firm 
in Northern California, Nevada and 
Utah. Mr. Lyle entered the hardware 
business in 1935, he joined the firm of 


Brawn Joins Androck 


awe 


Jack G. Brawn 


PORTLAND — Jack G. Brawn of 
this city has joined the Androck sales 
force, according to Warren Sumner, 
sales manager, Worcester Division of 
The Washburn Company. Mr. Brawn 
will be located in Portland and cover 
the Northwest including Oregon and 
Washington. Mr. Brawn was pre- 
viously associated with Marshall- 
Wells Co., and Reynolds Metal Co. 


Banner Hardware 
To Hold Show 


DENVER — Banner Hardware Dis- 
tributing Co. has announced that they 
will hold a fall merchandise Show on 
September 15, 16 and 17. About 18 
manufacturers representatives will 
participate and demonstrate some of 
their latest items. The show will be 
held in the firm’s newly designed 
showroom at 15th and Blake Streets. 

Dealers who attend will be offered 
show specials and promotional aids. 
Door prizes and a continuous buffet 
will also be offered. 





Osgood & Howell in 1947 and while 
with them started his association 
with Adams-Rite. 

Frank J. Martin, president of 
Frank J. Martin Co., Seattle, has been 
appointed exclusive manufacturer’s 
representative in the Pacific North- 
west area for the Industrial Products 
Division of Adams-Rite. Mr. Martin 
was also previously associated with 
Osgood & Howell. 
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ABOUT 


PEOPLE 


Yale 
Smiley 


Election of two new board members 
was announced recently by Foley 
Manufacturing Corp. Named vice- 
president in charge of lawn mower 
sales was Yale Smiley, who has been 
with the firm since 1948; and as sec- 
retary and treasurer the firm elected 
Logan Cromer, who joined Foley in 
1950. 


Southwest 
Representative 
For "World" 


William J. 
Smyth 


According to an announcement 
from Robert E. McKenna, publisher, 
William J. Smyth will now represent 
HARDWARE WORLD in the states 
of Arkansas, Louisiana, Mississippi, 
Oklahoma and Texas. His offices are 
located at 909 Mercantile Securities 
Bldg., Dallas 1, Texas. 

During his 5-years’ employment 
with Chilton Company, parent organi- 
zation of HARDWARE WORLD, Mr. 
Smyth was representative for the 
SPECTATOR in New England and, 
later, MOTOR AGE in the New York 
area. 


NRDGA To Meet In S.F. 


The fall meeting of the Board of 
Directors of the National Retail Dry 
Goods Association will be held in San 
Francisco, October 18-19. 

This marks the first time in the 
Association’s 46-year history that its 
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LAWN MOWER INSTITUTE ELECTS OFFICERS 


AT A RECENT MEETING of the Lawn Mower Institute, Inc., during its 
Fifth Annual Convention in Toronto, Canada, the membership elected new 
officers for the coming season. Shown above (left to right) are: executive 
secretary and assistant treasurer, Harold W. Howe, Washington, D. C.; vice 
president, A. W. Schenck, sales manager, Lawn Boy Div., Outboard Marine 
Corp.; immediate past president, Harold M. Cooper, secretary treasurer, 
Cooper Mfg. Co.; president, David M. Lilly, president, Toro Mfg. Corp.; 
secretary-treasurer, John M. Butler, Jr., president, Robertson Mfg. Co. These 
new officers were presented to the membership at the annual banquet. 








governing body will meet on the West 
Coast. This is as a result of an in- 
vitation extended by the California 
Retailers Association through its 
president, Phillip Corrin, of Bullock’s, 
Inc., Los Angeles, Calif. 


Gutz Named 
True Temper 
Vice-Pres. 


Raymond T. 
Gutz 


Raymond T. Gutz, since 1949 mer- 
chandising manager of True Temper 
Corporation, has been elected to the 
newly-created office of vice-president- 
merchandising. Mr. Gutz is widely 
known in hardware and outdoor rec- 
reation circles. 


Changes Announced At 
Allied Western 


SAN FRANCISCO — Allied West- 
ern Distributors, Inc., wholesalers of 
housewares, has announced the resig- 
nation of B. B. Vincent Lyon, Jr., 
as vice-president and promotion man- 
ager of the firm. Replacing Mr. Lyon 
as promotion manager is B. B. Davis, 
formerly assistant to the vice-presi- 
dent of W. & J. Sloane Co. in San 
Francisco. 


Scott Appoints Kido 

SAN FRANCISCO — Appointment 
of Dr. George S. Kido as director of 
Western research here has been an- 
nounced by O. M. Scott & Sons. Until 
recently Dr. Kido was director of the 
insecticide testing laboratory of the 
Wisconsin Alumni Research Founda- 
tion. 


Thrun Named by Bolen 


Appointment of Warren W. E. 
Thrun as merchandise manager-ro- 
tary tillers and power mowers, of 
Bolen Products Division, Food Ma- 
chinery and Chemical Corp., has been 
announced by John H. Widder, gen- 
eral sales manager. 


Dickson Named SPM 


Style-Crafters, Inc., Greenville, 
S.C., has announced the appointment 
of H. L. “Dick” Dickson as sales 
promotion manager. Mr. Dickson joins 
the firm after five years with Pied- 
mont Hardware Company, Whole- 
salers, Danville, Virginia, where he 
was manager of the sporting goods 
department. 


Wooster Ups Marchand 


Robert W. Marchand, former divi- 
sion sales manager for the Great 
Lakes housewares division of Wooster 
Rubber Co., has been promoted to 
sales manager of the housewares divi- 
sion of that company. 
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Stock one line . . . Mil- 
waukee! And write for 
very special Septem- 
ber deal that really 
lets you “shake the 
money tree”. . . a spe- 
cial profit deal for you. 
Write for details. 


See entire line at 
NATIONAL HARDWARE SHOW 
New York City... 

Oct. 14-18, Booth 138 














RED GIANTS. No. 807, 4” 
jows; No. 808, 5” jaws. 


NO. 700 
High-tensile iron, 3” jaws. 


e 
No. 822, 31/2” jaws; 
No. 823, 41/2” jaws. 


MILWAUKEE TOOL 
& EQUIPMENT CO. 


2793 S. 29th St. * Milwaukee 46, Wisconsin 








SCHEDULE OF CONVENTIONS AND SHOWS 


Oct. 6-8 


PRE-HOLIDAY GIFT, HOUSEWARES & TOY SHOW 
at Western Merchandise Mart, Second, Fifth and Ninth 
floors. (A. Cameron Ball, Western Merchandise Mart, 
1355 Market St., San Francisco, Calif.) 


NATIONAL HARDWARE SHOW at New York Coli- 
seum, New York City. (Frank Yeager, 331 Madison Ave., 
New York.) 


MONTANA HARDWARE & IMPLEMENT ASSOCIA- 
TION CONVENTION at Hotel Florence, Missoula, Mon- 
tana. 


AMERICAN HARDWARE MFG. ASSN. CONVENTION 
at Atlantic City, New Jersey. (A. L. Faubel, 342 Madison 
Ave., New York City.) 

NATIONAL WHOLESALE HARDWARE ASSN. CON- 
VENTION at Atlantic City, New Jersey. (Thos. A. Fern- 
ley, 1900 Arch Street, Philadelphia, Penna.) 


70th ANNIVERSARY MEETING OF NATIONAL 
PAINT & VARNISH & LACQUER ASSN. at Sheraton 
Park & Shoreham Hotels, Washington, D. C. (NPVLA, 
1500 Rhode Island Ave., N. W. Washington, D. C.) 


CHICAGO NATIONAL GARDEN SHOW, at North Hall 
of Navy Pier & Hotel Morrison, Chicago, Illinois (Garden 
Supply Merchandiser, 1901 St. Paul St., Baltimore, Md.) 
NATIONAL HOUSEWARES EXHIBIT at Navy Pier 
and Drill Hall, Chicago. (National Housewares Manu- 
facturing Association, Dolph Zapfel, Merchandise Mart, 
Chicago, III.) 

INDEPENDENT HOUSEWARES EXHIBIT at the 
Morrison Hotel, Chicago. (Independent Housewares Ex- 
hibit, Inc., 8 S. Dearborn St., Chicago 3, IIl.) 


NATIONAL ASSOCIATION OF HOME BUILDERS 
13th ANNUAL CONVENTION & EXPOSITION at the 
Conrad Hilton and Sherman Hotels and Chicago Coliseum. 
(National Association of Home Builders, 111 W. Jackson 
Blvd., Chicago 4, Ill., Chairman—Paul S. Van Auken.) 


46th CALIFORNIA GIFT SHOW at the Ambassador and 
Biltmore Hotels, Brack Shops, Merchandise Mart, Indi- 
vidual Showrooms. (Trade Shows Ltd., Los Angeles Bilt- 
more Hotel, 672 S. Lafayette Park Place, Los Angeles 57, 
Calif.) 


THE MOUNTAIN STATES HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION at the Cosmo- 
politan Hotel, Denver, Colorado. (Francis W. Reich, 1233 
Spruce St., Boulder, Colorado.) 


17th LAMP, PICTURE AND ACCESSORIES SHOW at 
the Los Angeles Biltmore Hotel, 672 S. Lafayette Park 
Pl., Los Angeles. (Trade Shows Ltd., Los Angeles Bilt- 
more Hotel, 672 S. Lafayette Park Place, Los Angeles.) 
PACIFIC NORTHWEST HARDWARE & IMPLEMENT 
ASSOCIATION MEETING, Portland, Oregon. (Mal- 


colm Smith, Managing Secretary, 210 Empire State Bldg., 
Spokane, Wash.) 


WESTERN CHINA, GLASS GIFT, JEWELRY, TOY, 
STATIONERY & HOUSEWARES SHOW at the Civic 
Auditorium, Sheraton Palace, St. Francis & Sir Francis 
Drake Hotels and Western Merchandise Mart, San Fran- 
cisco. (Kay Leber, Western Merchandise Exhibitors As- 
sociation, 1355 Market St., San Francisco.) (*) 
WINTER MARKET at the Western Merchandise Mart, 
San Francisco. (A. Cameron Ball, Western Merchandise 
Mart, 1355 Market St., San Francisco, California.) 
CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CONVENTION & SHOW at the Civic Auditorium, San 


Francisco. (Krueger B. Jacobsen, 122 Ninth St., San 
Francisco, Calif.) 


Kay Leber, 1355 Market Street, San Francisco, Calif. 
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YOU ARE CORDIALLY INVITED TO ATTEND THE 
12th Annual 


NATIONAL HARDWARE SHOW 


Including the Lawn, Garden and Outdoor Living Division 
and the Fishing Tackle Division 


at the COLISEUM in NEW YORK CITY 
ee 


OCTOBER 14°15-16-17-18 


for the trade only 





























Only at the National Hardware Show can buyers find more than $2,000,000.00 
in samples displayed and demonstrated in more than 300,000 sq. ft. 

of floor space . . . see, feel and compare more than 1000 brand new 
items . . . and meet the principals of 1000 leading manufacturers. 


Fill out and return the registration coupon today. Your admission badge, 
which will admit you without further registration, will be mailed to you. 


NATIONAL 
HARDWARE SHOW in 


I 
I 
I 
l 
Executive Offices: 331 Madison Avenue CITY STATE 
I 
1 


a nN ee see SN Se De ee 

NATIONAL HARDWARE SHOW 

Suite 1103, 331 Madison Ave., New York 17, N.Y. i 
Please check below if you wish us to make hotel reservations for you. ] 
(Please Print) 


NAME TITLE 














New York 17, N.Y. MUrray Hill 2-4802 TYPE OF BUSINESS 


I Please check below the classification of your business. 

| [-] Wholesaler C] Retailer (_] Dept. & Chain Store Buyer | 
[_] Importer-Exporter [[] Mfgrs! Agent [(] Manufacturer [[] Other 

| [_] Please send us your hotel reservation blank. 


1 Minors under 18 yrs. of age will not be admitted under any circumstances. 
Ne 
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please fill out coupon and mail ) 





Hardware store 
goes suburban... 
takes BASSICK 


casters along 


Carlisle Hardware, an extremely 
successful Springfield, Mass. com- 
pany, recently opened its twelfth 
store in a suburban shopping center. 

Look at the big Bassick display, 
and the shelves of Bassick casters 
featured (above) in the new store. 
The amount of space and display 
are a good indication of how well 
these Bassick products pay off for 
these merchandising experts. 

A Bassick display would work for 
you, too. Ask your wholesaler about 
Bassick’s new packaging of glides 
and truck casters, new carding of 
casters and eye-catching demon- 
strator displays. 

Get your share of caster sales. 
TuHE Bassick Company, Bridgeport 


5, Conn. In Canada: 
7 3 Belleville,Ont. 72 


ro! 


Bassick 


GAAKING MORE KINDS OF CASTERS MAKING CASTERS 00 MORE 
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Knox Opens L.A. Office 


LOS ANGELES — Maurice Knox, 
Jr., president of American Push 
Broom Co., San Francisco, has an- 
nounced that his firm has opened an 
office of their sales division, M. H. 
Knox & Co., here. John R. Sibley, 
vice-president of the firm, will head 
the Southern California operation. 
Jerry LaMrsna will continue as sales 
representative for this territory. 

Knox & Co., in its ninth year, rep- 
resents prominent manufacturers of 
household and janitorial lines that 
are related to the brush products 
made by American Push Broom Co., 
which is in its 85th year. 

The Los Angeles office will be at 
the new Hull-Wolter Co. warehouse, 
2343 Saybrook Ave., where several 
lines are already being stored. 


Stratman Heads Housewares 


According to a recent announce- 
ment from Victory Manufacturing 
Corp., Ray Stratman will now be in 
charge of housewares sales. Mr. 
Stratman brings a broad background 
of experience to his new position, in- 
cluding six years in the field of plas- 
tic housewares sales. 


Berryman Joins Cosgrave 

Cosgrave & Associates, Larchmont, 
N. Y., hardware management con- 
sulting firm, has announced the asso- 
ciation of John Berryman with the 
firm, in the capacity of senior consul- 
tant. Included in Mr. Berryman’s 
experience is service as eastern sales 
division sales manager of Janney, 
Semple, Hill & Co., Minneapolis hard- 
ware wholesaler. 


New Titan National S.M. 


Appointment of William F. Leus- 
zler as national sales manager of 
Titan Sales Corporation, manufactur- 
ers of electric portable space heaters, 
was recently announced. Coming to 
his newly created post, Mr. Leuszler 
bring 17 years’ experience with Per- 
fection Industries Corp., Division of 
the Hupp Corporation as national 
appliance sales manager. 


Association Fetes 70-Years 


Plans of the 70th Anniversary 
Meeting of the National Paint, Var- 
nish and Lacquer Association, Inc., 
have been announced. Washington, 
D. C., will be the place of the meet on 
November 4-6 at the Sheraton-Park 
and Shoreham hotels. The meeting 
is timed to tie-in with the nearby 
State of Virginia’s 350th anniversary 
of its founding, which should offer 
many interesting events. 


Aluminum Specialty Names 
Housewares Sales Manager 


Paul G. Uetzmann has been ap- 
pointed housewares sales manager of 
the Aluminum Specialty Company, 
Manitowoc, Wisconsin. Mr. Uetz- 
mann has been with the firm since 
1951 and has advanced through the 
Tabulating, Accounting and Sales 
Departments to his present position. 


Denver Gift & Jewelry Show 

DENVER—The 26th Semi-Annual 
Denver Gift and Jewelry Show will 
open in Denver at the Hotel Albany 
during the week of September 15-18. 
All available exhibit space will be 
taken by the exhibitors to present the 
latest creations of new merchandise 
for the fall and holiday season. 


DeVilbis Names Manager 

SAN JOSE, Calif.—Appointment 
of Francis P. Flitner to the post of 
manager of this branch of the DeVil- 
bis Company has been announced by 
H. M. Kidd, vice-president-sales. 


Club Holds Golf Meet 

The Housewares Club of Southern 
California held their annual golfing 
“get-together” on August 9 at the 
Inglewood Country Club. Topping off 
the day was the “Sports Dinner” and 
“get-even” activities session. 


"Bill" Farley Transferred 

Basil W. (Bill) Farley has been 
transferred from the Portland, Ore- 
gon, Division of the Gibson-Homans 
Company to the company’s Hutson 
Division at Conyers, Georgia. For- 
merly division sales manager for the 
Northwest and Alaska, Mr. Farley 
will now supervise sales in the south- 
eastern states. 


Shuford Named Asst. S.M. 

YAKIMA, Washington — Ralph 
Shuford, who entered the hardware 
field in 1930 in his father’s store in 
Waitsburg, recently was appointed as- 
sistant sales manager of Roy’s Hard- 
ware Co., Inc. Prior to a brief excur- 
sion into the outside sales field, he 
was with the former retail store of 
the Yakima Hardware Company as 
manager. 


Garden Show Speaker Named 


Armand “Gary” Gariepy, director of 
Sales International, has been engaged 
by Garden Foundation, Incorporated 
as the featured speaker of the “Short 
Course in Retail Sales Management” 
at the National Garden Supply Show, 
November 9, the day before the open- 
ing of the show in Chicago. The show 
is to be held at the Morrison Hotel. 


Hansen Named Assistant 

EMERYVILLE, Calif —Leo A. Han- 
sen Jr. has been named assistant to 
the sales manager of the Pacific coast 
region of the Westinghouse lamp 
division, it was announced recently by 
George B. Mackey, regional sales 
manager. Mr. Hansen will be respon- 
sible for coordinating the selling ac- 
tivities of the four sales districts f 
the Pacific coast region. 


Starrett Names Westerners 

The L. S. Starrett Company, Athol, 
Mass., has named two additional 
salesmen to their Western staff. 
Richard H. Chace has reported to 
James D. Folger at San Francisco. 
Robert J. Carney has reported to 
John E. Holcomb, West Coast sales 
manager at Los Angeles. 
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KRYLON 


Giant Autumn-Christmas Promotion 
Means Volume Turnover on 40% Profit Items! 


Your Krylon sales will skyrocket: 
Es, J] LIFE-8 hard-seling ads, Sept, Oct., Nov., Dec. 
—— xy: Ladies’ Home Journal—Nov. and Dec. 
_ Better Homes & Gardens—Nov. and Dec. 
Better Homes & Gardens Christmas ideas Annual—full page. 


me 
Sets te SS 
‘aang WIMUTES! 


Christmas carry-home 
2 Special Christmas car- kit of 3 6-oz. cans—gold, 
ton of 12 6oz. cans-4 __ silver, white—to retail at . 
each of gold, silver, white  $2.94...top sellers through- 4 Wrought iron display 
-opens up to dramatic outtheyear...no“seasonal” rack FREE TO YOU 
counter display. or slow-moving colors. with each 24 16-0z. cans... 


8 cans each of gold, silver, 
No wonder Krylon is white. How-to-do-it placard 


1ST IN SALES ¢ 1ST IN PROFITS _ withrack...one side fea- 


‘ turing Christmas uses of 
If you prize it... KRYLON-IZE it! Krylon, the other stimu- 
KRYLON, INC. norristown, PA. lating year-round sales. 
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MECHANICS’ TOOLS and 
HARDWARE SPECIALTIES 


For Your Profits Stock Our Extension and Wing Dividers 


NO. 104 


EXTENSION 
SINGLE LEG 























One Moveable Steel Point 
Furnished in Sizes—6” 7” 8” 10” 
Wet. Per Doz. Lbs. 3% 4% 4% 6% 


EXTENSION 
DOUBLE LEG 


Two Moveable Steel Points 
Furnished in Sizes—6” 7” 
Wet. Per Doz. Lbs. 4% 5 5 


NO. 106 


Write tor colorful pall | NO, 106 
BONUS BUY CATALOG cram 


i 
full with red-hot values 








Furnished in Sizes— 6” 7” 8” 10” 12” 15” 
Wet. Per Doz. Lbs. 3% 3% 4% 7 8% 16% 18 24% 


All Above Points Oarefully Hardened and Springs Carefully Tempered, 
: High Polish Finish 
are a Wl MFG. C0.” GUARANTEED @ SINCE 1830 
be . . 4 


a 
4865 SAN FERNANDO ROAD WEST LOS ANGELES 39, CALIFORNIA WILLIAM JOHNSON INC. 
f : _ BRENNER AND KENT STREETS — NEWARK 3, N. J 
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KLEINS 





Quality Pliers 
Customers Ask For 


When customers who know good 
tools ask for pliers, they invari- 
ably ask for Kleins. Kleins are the 
standard by which other pliers are 
judged . . . backed by almost a 
century of experience. 

Kleins are available in a wide 
range of sizes and styles to meet 
every need. Be sure you have a rep- 
resentative stock of the most popu- 
lar items. 

Aerecently developed selling dis- 
play board on your counter will 
help you sell more of these quality 
tools. Your hardware jobber can 


supply it. ” 


DISPLAY 
WILL 
MAKE 
MONEY 
™=. FOR YOU 








DISTRIBUTED THROUGH JOBBERS 


Foreign Distributor: 
Iinfernational Standard Electric Corp. 
New York 


Mathias coro ILE EN oes & Sons 


200 eT ROAD « CHICAGO 45, ILLINOIS 
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Portiand P & K Installs 
New Officers 


PORTLAND—On July 22 the Port- 
land Pot & Kettle Club installed 
Jerry Shaw as their new president. 
Other officers installed are: Paul 
Johnson, 1st vice president (ap- 
pointed by Mr. Shaw); 2nd vice presi- 
dent — Tom Jones; treasurer — Paul 
Chichester; corresponding secretary 
—Gordon Janney; recording secre- 
tary—Bill Fielding. The installation 
was handled by James P. Stewart, 
who made a presentation of a beauti- 
ful desk set to outgoing president 
Harry Otterstrom. 


Seattle Pot & Kettlers 
Install New Officers 


SEATTLE—On July 25th, the Seat- 
tle Pot & Kettle Club held an instal- 
lation dinner at the Horseshoe Club. 


| Vie Pritchett was installed as presi- 


dent. Other officers installed are: 
lst vice president—Dick Peterson; 


| 2nd vice president — Clint Garrod; 
| treasurer — Les 
| Larry Jungck. 


Cupp; secretary — 


American Chain & Cable 
Occupies New Building 


LOS ANGELES—Occupancy of a 
new office and warehouse building by 
the American Chain & Cable Com- 
pany, Inc., in the Central Manufactur- 
ing District here, has been announced 
by E. J. Williams, vice-president-op- 
erations. The new structure, occu- 
pancy of which-has followed the out- 
growing of the firm’s previous build- 
ing, is the second of a group of four 
being built. 

ACCO’s ultramodern plant contains 
approximately 26,000 square feet of 
space, including 5,000 square feet of 
air-conditioned offices, and a lunch 
room for employees. 


Starrett Names Westerners 


L. S. Starrett Company, Athol, 
Mass., has appointed two additional 
salesmen in the West. Richard H. 
Chace will work in the San Francisco 
area, under James D. Folger; Robert 
J. Carney will cover the Los Angeles 
area, reporting to John E. Holcomb, 
West Coast sales manager. 


| NEXT MONTH—HARDWARE WORLD presents its Annual Gift issue with 


many merchandising ideas. 





DENVER POT & KETTLER'S ELECT OFFICERS 


aera 


vrvwreragwenesmersccgen 


THE OFFICERS FOR 1957 OF THE DENVER POT & KETTLE CLUB are 
(front row left to right): M. R. Dave Crockett, first vice president (Corning 
Glass Works); Harlan V. Meyer, president (Wooster Rubber Company); Harry 


H. Lipp, second vice president (National Gift Seal Company). 


Back row (left 


to right): Merritt H. Spilman, director (Allen B. Carpenter Company); Morey 
White, director (W-D Sales Company); Cecil H. Boyd, director (Boyd Dis- 
tributing Company); Fritz Sienknecht, corresponding secretary (Allen B. Car- 


penter Company). 


Not shown in the picture are Malcolm Medill, treasurer 


(Medill Sales Company); Don Garrett, recording secretary (Cherry-Solt As- 
sociates); and Mr. William J. Heinrich, director (Mountain States Sales Com- 


pany). 


HARDWARE WORLD 
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And why not? The entire new line of Hampden folding 
furniture dramatically combines strength, durability and comfort 
with a unique flair for fashion in color, fabric and design. Any time 
you can do that at a price that sells, you’re bound to be out front 

:: in sales. Better see for yourself — if you haven't already! 
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Hampden Specialty Products, Inc., Easthampton, Massachusetts Permanent SHowrooms At: 1 Park Ave., New York; 666 
Lake Shore Dr., Chicago; 1607 Summer St., Philadelphia; 2155 E. 7th St., Los Angeles: 1355 Market St., San Francisco; 3350 
Santa Teresa Ave., Dallas; 3517 Hennepin Ave., Minneapolis. WareHouses Locatep In: Dallas, Chicago, Los Angeles, San Francisco. 
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ALUMINUM 
NER and POLISH 


MAKES ALL ALUMINUM 
LOOK BRAND NEW! 


REMOVES DULLNESS! 

RESTORES BRIGHTNESS! 

WAX PROTECTS © WON’T SCRATCH! 

NO STEEL WOOL NEEDED! 

SAFE! GENTLE! NON-TOXIC! 
Now — satisfy today’s greatest polish need — 
and profit! LUMI-CARE, with the miracle 

~ cleaner “CINON”, cleans all aluminum without 

fuss or mess. NO HARD RUBBING - LUMI- 
CARE whisks away dirt, oxide and dullness. 
Makes the finish bright and preserves it with 
a lasting wax protection. 


TWO BIG PROFIT PAKS! 


1. Economy size - 2 lb. tube - individually boxed - 
display packed. 14 tubes at cost of 12 - 48% profit! 
2. Blister pak - % lb. tube - for counter and racks - 
40% profit! 


Pre-Sold By Advertising 


in House Beautiful, Living, House & Garden, Sunset 





CONTACT YOUR JOBBER OR WRITE TO: 


NORTHBROOK PRODUCTS, Inc. o-. 


2329 S. MICHIGAN AVE., CHICAGO 16, ILL 
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water coolers 


ORIGINATORS OF THE RECESSED SPIGOT 


Horton Coolers sell better because of 
growing demand in construction, oil field, 
chemicals, farming, trucking, sporting. 
Advanced design and rugged construction 
assure satisfactory performance. Insula- 
tion — standard dead-air space or heavy 
ground cork. 1% to 15 gals. capacity. 
Stainless steel-lined available. 

Contact your distributor or write: 


SNELLING MANUFACTURING, INC. 
P. O. Box 14503, Houston 21, Texas 
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chrome-plated 
spigot 
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wouldn’t 


drive a 
1916 car-- 


why put up with 
old-fashioned brooms? 


The FREEWAY Push 
Broom is as modern as its 
name. It is keyed to the 
needs of latest highway, 
commercial, home and in- 
dustrial maintenance. Its 
Duratex plastic fibres are 
impervious to commonly- 
used petroleum and caustic 
products, and they actually 
pick up dust by magnetic 
action. By actual test, FREE- 
WAY brooms wear three 
times as long as convention- 
al brooms. Ask your jobber 
for FREEWAY and these 
other fine APB products: 


Contractor Brooms + Barn Brooms 
Lawn Brooms + Wooden Squeegees 
Broom Handles + Custom Made 
Brushes 


AMERICAN 


: 


PUSH BROOM CO. | 


114 FERN STREET 





SAN FRANCISCO 9, CALIFORNIA, ORdway 3 - 8891 
BET ORR 
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Foss Named Distributor 


DENVER—M. L. Foss, Inc., of this 
city, has been appointed distributor of 
the complete line of McCulloch chain 
saws, parts and accessories in the 
states of Colorado and Wyoming. 
M. L. Foss will replace Al Plonkey & 
Assoc. in the McCulloch Motors Cor- 
poration distributor organization. 
William Aldrup has joined Foss as 
manager of its Chain Saw Division. 


Luchs New Regional S.M. 


SAN FRANCISCO—Arthur H. 
Luchs has been appointed regional 
sales manager of the Industrial Chain 
Division of Columbus McKinnon 
Chain Corporation, for states West of 
the Rocky Mountains. Mr. Luchs, 
whose headquarters are at 605 Third 
Street, San Francisco, was formerly 
company representative in the north- 
ern California territory. The Chis- 
holm-Moore Hoist Division of the 
company continues to be represented 
by Tom Wallace & Associates. 


Coleman Named S.P.M. 


Appointment of Walter Coleman 
to the position of sales promotion 
manager has been announced by Por- 
ter-Cable Machine Company, Syra- 
cuse, New York. Mr. Coleman, for- 
merly vice-president and general 
manager of Porter-Cable Power 
Tools, Ltd., Canadian subsidiary, will 
undertake coordination of all sales 
promotion activities, supervision of 
all sales training and general respon- 
sibility for home office sales depart- 
ment administrative detail. 


Borg-Warner Names Brown 


Appointment of Robert A. Brown 
to the newly created position of vice- 
president, general sales manager of 
Borg-Warner International Corp., has 
been announced. Mr. Brown has been 
with the company since 1951 as con- 
troller, treasurer and most recently 
member of the board of directors. 
Borg-Warner International is the ex- 
port marketing and licensing division 
of Borg-Warner Corp. 


B-M Elects Lesher 


Eugene A. Lesher has been elected 
vice-president in charge of national 
sales for Boyle-Midway, Inc. Lesher 
was formerly Western regional sales 
manager for the company, a subsidi- 
ary of American Home Products Cor- 
poration. He has been associated 
with the firm for 27 years and has 
served in every sales capacity and in 
most parts of the United States. 


Branchell Names Winn 


PASADENA—tThe Branchell Com- 
pany, St. Louis, Mo., has announced 
the appointment of William J. Winn 
Co., of this city, as manufacturers’ 
representative for its Melmac dinner- 
ware lines in Southern California. 


New P & K Officers for L.A. 


NEW OFFICERS FOR THE LOS 
ANGELES POT & KETTLE CLUB 
are: Dave C. Neilson (at left), presi- 
dent (Charles G. Putnam Co.), and 
Richard L. Howard, Ist vice-president 
(Harper & Reynolds Corp.). Other 
officers not shown are: B. J. Badham, 
III (Hoffman Hardware Co.); Howard 
N. Whitney, treasurer (Adams-Whit- 
ney Co.); William R. McGibbons, cor- 
responding secretary (A. Walt Rung- 
lin Co.), and Frank R. Ferris, record- 
ing secretary (Frank R. Ferris Co.). 
Directors are: Joseph A. Wilson 
(Hughson & Merton), George P. Wil- 
cox (George P. Wilcox Co.), Louis C. 
Bell (The Washburn Co.). 


Housewares Club Handicap 


AFTER THE RACE, Henry Harvey, 
president of the Housewares Club of 
Southern California, and Mrs. Harvey, 
congratulate winning jockey, Ralph 
Neves, on his ride during the 2nd An- 
nual Housewares Club Handicap, held 
in honor of the HCSC in June. More 
than 100 members and wives attended 
this special $12,000.00 Handicap Race. 


Cochrane Returns East 
To Become a Representative 


SAN FRANCISCO—Will Cochrane, 
who has been a manufacturers’ rep- 
resentative in the San Francisco area 
for the last ten years in the house- 
wares and automotive field, has re- 
turned to Chicago. He is rejoining 
the Cochrane Sales Co., Inc., with 
whom he first started 25 years ago. 
He will be an assistant to his uncle, 
Irving M. Cochrane. 


Wright Names L.A. Rep 


LOS ANGELES—Wright Tool and 
Forge Company of Barberton, Ohio, 
recently announced the appointment 
of Roger Wright as sales representa- 
tive here. 
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NEW PRODUCTS 


NEW BOX DESIGN FOR CHALLENGER 


Bright new decorator colors on 
Challenger’s lock set boxes makes 
identification simple for dealers, and 
helps to sell the product right off the 
shelf. The new design follows the 
modern trend to more definite use of 
color in the home. Challenger’s “800” 
series is a diamond design in tur- 
quoise, white and black. The “500” 
series utilizes the same pattern, but 
brilliant magenta replaces the tur- 
quoise. The firm’s heavy duty “900” 
series remains in its regular rugged 
container. 
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DEWALT OFFERS PANEL CUTTING 
MACHINE 


A new heavy--duty panel cutting 
machine for large capacity work on 
wood, metal, compositions and other 
commonly used materials has been 
introduced by DeWalt, Inc. The ma- 
chine can be operated for cross-cut- 
ting, bevel-cutting and ripping appli- 
cations, with a minimum of set-up 
time for changes of position in the 
cutting mechanism. Horsepower for 
the panel cutter can be specified as 
3, 5, 7% or 10 to meet the require- 
ments of the user. 
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“SERVETTE" SET ADDED BY QUAKER 


Quaker Industries has added a new 
“Servette” set, which includes four 
new king-size tray tables and a roll- 
away cart. The cart doubles as a 
king-size table and a roll-away stor- 
age rack. It is of highly polished 
brass plate. The king-size trays are 
stain resistant and allow more space 
than ordinary trays, it is claimed. Set 
retails for $24.95. 
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PERMACEL OFFERS NEW GIFTAPE 


The Permacel Tape Corporation, 
manufacturers of tapes for use in in- 
dustry, business offices and the home, 
have come up with a new metallic 
line to add color and sparkle to the 
firm’s 1957 Christmas promotion. 
Tapes come in a variety of brilliant 
colors, red, green, gold and blue, in 
an eye-catching “family tape assort- 
ment” package. In addition to the 
new metallic line, they have available 
new patterns and newly designed 
counter and floor stand displays in a 
variety of assortments of Texcel 
Giftape, Gift Seals and To-From 
Labels. 
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NEXT MONTH — HARDWARE 
WORLD presents its annual gift 
issue with many gift merchandis- 
ing ideas. 
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bCosbhamle)ejel-jan at-ts 
FULLER money- making 
specials like this 


Fuller's old favorite 
ony to been converted to 


A BRAND NEW SELF-SERVICE, 
QUICK SERVICE 
| SCREWDRIVER 


DEPARTMENT : 
No. 2160 SS is carded, priced, color 
coded . . displayed on a FREE 2-tier 
ey 26/2 hang-up metal rack! 39 
screwirtears (3 each of 13 best- 
selling numbers), 9 wood chisels (3 
each of '/o”, 34”, 1” sizes). 
Branded, fully guaranteed with 
cadmium blades, unbreakable 
amber handles and Fuller's ex- 
clusive BLISTERPROOF domes. 
A sales-maker at an $8.05 profit 
. Cost to you only $16.10. 
b Ask your jobber’s salesman about 
» Wo. 2160 SS RIGHT NOW . 
& and Fuller's other money-making specials! 


VRE 1: . ws 


a ed * ; 
REE : ,} 


FULLER | TOOL COMPANY, INC. 


| 3522 W itearqatstie avenue, New York 67 
45 


OMMER Spring Pivot-Hinge 


(BALL BEARING) 


The new construction of this Bommer 
Horizontal Spring Pivot-Hinge now per 
mits its use with louver, hollow metal, or 
flush doors with a narrow bottom rail. 


wT 
. 





The Bommer Spring Pivot-Hinge holds the 
door open when swung 90 degrees. The 
spring is made of oil-tempered steel wire, 
has great resilience and power and the 
tension is correctly set for doors 1-1/8” 
to 1-3/4” thick. Available in all standard 
finishes. 








Types: 4200—Regular Application 
J34200—With Jamb Plate for con- 
crete or tile floors 
4200 X Light Spring—for light 
weight, full length louver doors. 











BOMMER 


SPRING HINGE CO. INC. 


EXECUTIVE OFFICE AND PLANT: LANDRUM, S. C. 


a ae 





SALES OFFICES G WAREHOUSES 


" BROOKLYN: 263 CLASSON AVE. + CHICAGO: 180 N. WACKER DRIVE, 
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List -mmal-laleii-s-4 | 
plier for your 
rod © ES fod aal sere 


FASTEST 
SELLER 
FOR YOU 


CHAN we, LOCK 


SELL THE COMPLETE CHANNELLOCK LINE 


No other plier does so many 
jobs so well as a Channellock 420. 
That’s why every year more and 
more householders . . . as well as 
mechanics . . . buy Channellocks. 
Cash in on this growing popular- 
ity. Put these handy pliers out 
front for your customers to see 
... reach for... and try. You'll 
be pleasantly surprised how many 
times they’ll tell you to wrap it 
up. Channellock’s increasing sales 
record proves that. So make the 
Channellock line your plier line 
... and let the Channellock 420 lead 
the profit parade in your store. 


CHAMPION DEARMENT TOOL COMPANY 


a 4S SS .:¢ét2 A 


"For Details Circle 54 on INQUIRY CARD 
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OLD-FASHIONED ITEMS can still have a place in the modern hardware- 
housewares store, as proved by the continuous sales of sad irons for well over 
50 years at the Cranston Brothers Hardware Store in Woodland, California. 
This firm (whose history was pictorially reviewed in the HARDWARE WORLD 
Golden Anniversary Issue) still services certain areas with these old stand-bys. 
Shown admiring a sad iron, little different in design from those advertised in 
HARDWARE WORLD 50 years ago, are: (left to right) Richard Cranston, 
Stewart Cranston, Eldon Cranston and holding the iron, Thornton Cranston, all 
members of the founding family of the store and actively engaged in the 
operation of the up-to-date hardware-housewares operation. This picture was 
taken after the Cranstons expressed their amusement at the reproduction of 
a 50-year-old sad iron ad in the HARDWARE WORLD Golden Anniversary 
Issue. The modern Cranston store features three sections for display of hard- 
ware-housewares, sporting goods and appliances. 


TIME-SAVING CONTAINER 


KNOCK-DOWN TIME for this container is just a fraction of the time taken 
to open up the usual containers for appliances, power tools and other large 
equipment, according to the manufacturer. This fact appeals to retailers who 
should be able to disassemble this container in one or two minutes by un- 
skilled help and about the same time for assembly. The container, which has 
no nails, can be knocked down, stored and re-used at the dealer’s convenience. 
They can be made with a pallet base as an integral part of the container itself. 
Easy assembly and disassembly of this container is made possible by the use 
of simple tubular metal spindles which fit into pre-cut slots at each corner.— 
Evans Container Corporation 
For Details Circle 295 on INQUIRY CARD 
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Birds Pull Traffic 


. . - To Colorado Hardware Store 


WENTY-FIVE years ago Mr. B. C. 

Bulson put in a bird department at 
his then 10 year old Trinidad (Colo- 
rado) Hardware. From the start the 
department was popular with women 
buyers and brought a lot of people to 
the store who would not otherwise 
have come. 

At first only bird seed, food, cages 
and other items for the bird fancier 
were handled. However after the de- 
partment had been going one year Mr. 
Bulson added live canaries. 


The Bird Is The Door Opener 
According to this dealer, the bird 
is just the beginning. It takes a cage, 
bird feed, then other supplies and 
powders and more seed and a new 
cage and a second bird and so it goes. 


“Most bird fanciers,” Mr. Bulson 
says, “will buy several singers for 
themselves and as gifts. We have kept 
no record but I am convinced that the 
average bird owner or fancier will 
come to the store twice a month to 
see what we have new in our bird de- 
partment. When you consider that we 
have a large number of birds in this 
area, it is easy to see that our bird 
department accounts for considerable 
traffic.” 

Trinidad Hardware, year through, 
earries an average stock of around 
$250 at the bird department. This in- 
cludes cages, birds, and feeds, and 
other items. The department marks 
up 5 turnovers per year. At the holi- 
day time the stock is built up con- 
siderably to take care of the Christ- 
mas buying. 


“WATCH THE BIRDIE,” says B. C. 
Bulson, owner of Trinidad Hardware, 
Trinidad, Colorado, to a prospective 
hardware customer drawn to the 
store by the bird department. 


“Besides the store traffic and profit,” 
Mr. Bulson says, “there is another 
advantage to having a bird depart- 
ment. We stock only singers and it is 
a wonderful thing to have several 
canaries singing in the store. The 
clear sweet songs of birds delight 
everyone. More than that, when the 
birds are singing we find our custom- 
ers are light hearted and happy. They 
are easier customers to please and 
believe it, they buy more. 

“A good bird department is a win- 
ner all around.” 





Promoting Storm Doors 


Nevada Dealer Finds an Extra Profit Fall Line 


€64AS soon as the first cold snap 

occurs in the early fall we 
commence to push our storm 
doors strongly,” said Tom Hor- 
gan, one of the managers of the 
Commercial Hardware Co., 
Reno, Nev. “We call attention 
to them in October, when sales 
in some other lines are lax, and 
we push them again in Decem- 
ber. Since these practical doors 
are seldom considered as Christ- 
mas gifts we give them special 
publicity, urging that they be 
installed in time to make the 
house warm and cozy for the 
coming winter holidays. 

“‘We use all mediums of pub- 
licity—TV, radio and the news- 
papers. TV is comparatively 
new here and everybody eagerly 
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looks at it, so we find it a very 
desirable advertising medium. 
For the 13 weeks. preceding 
Christmas, in co-operation with 
another firm, we sponsor a TV 
program once a week. It is a 
mystery program, running 30 
minutes, and we get 2 spots. 
However, we use TV all the 
year. 

“We use radio three times a 
day. One is a news program 
used in connection with three 
other firms, and we receive two 
spots. Several spots are also 
used at other times. We do not 
use the newspaper regularly, our 
ads depending upon what we 
have to offer. Of course our 
storm doors receive only a por- 
tion of this publicity, but they 


get good space in the fall. One 
catchy ad calling attention to 
storm doors and windows was 
complemented by a window dis- 
play showing a big card, with 
an actual alarm clock inserted 
at the top. The card read “Time’s 
running out. Winterize now. 
Beat the rush. Install your 
storm doors and windows be- 
fore the winter storms hit you.’ 

“We have an outside sales- 
man who takes orders for storm 
doors and windows and installs 
same. A storm door, installed, 
sells for $65.00. Windows are 
carried in stock in various sizes. 
Our salesman goes to the home, 
measures the windows and they 
are assembled in the store. Win- 
dows are priced according to 
size.” 





perfect target for 
PROFITS.. 
SANDVIK 
BOW SAWS 


World’s 
Largest 
Seller! 


a ne 


Saw & Tool Division 
1702 Nevins Road, Fair Lawn, N. J 
For Details Circle 57 on INQUIRY CARD 











x peautitully 
+ Display Packaged 


BiG FALL SALES 
BIG CHRISTMAS SALES 
YEAR ’ROUND GIFT SALES 


There is something irresistible about a 
BIG polished brass bell! And this Bell 
is a beauty that folks just won't be able 
to leave behind. 


Bells are individually packed, fully 
assembled with bracket attached in at- 
tractive display cartons. Show it and 
you'll SELL it! 


EVIN BROS. 
MANUFACTURING COMPANY 
East Hampton, Connecticut 


Sales Representatives: 
John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 
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IN MEMORIAM 


MARK J. 
(JACK) 
LACEY 





Mark J. Lacey, assistant to presi- 
dent, North & Judd Mfg. Co., with its 
subsidiary, Wilcox-Crittenden Co., 
Middletown, Conn., died August 9 in 
Duluth, Minn., while on a business 
trip. 

Mr. Lacey joined the hardware 
firm early in 1956 after about a half 
century of service in the hardware 
field. 

Previously he was president and 
general manager of Peck, Stow and 
Wilcox Co., Southington, Conn., He 
joined the firm in 1930. 

From 1925 to October, 1929, he 
was associated with the Pyrex and 
Steubin divisions of Corning Glass 
Works. 

In October, 1955, Mr. Lacey was 
elected president of the American 
Hardware Manufacturers Associa- 
tion. He had been very active with 
this organization for many years. 
He gave many speeches throughout 
his career for the good of the hard- 
ware trade in general. Quite a few 
of these were printed in HARDWARE 
WORLD. 

Throughout his many years of di- 
recting sales and managing hardware 
firms, Mr. Lacey traveled to the West 
very often and was well known in the 
Western hardware field. 

He is survived by his widow, Meta. 
Funeral services were held in Duluth 
on August 10. Memorial services 
were held on August 22 at his home 
in New Britain. Representatives 
from all segments of the hardware 
trade attended the services to pay 
final tribute to an outstanding hard- 
wareman. 


COMING ...IN 
OCTOBER 


The Annual 
GIFT 
ISSUE 


contains many gift 


merchandising ideas 


CYRIL S. GILBERT 


PHOENIX—Cyril S. Gilbert, 81, 
co-founder of the Pratt-Gilbert Co., 
wholesale hardware firm, died here 
recently. Born in Liverpool, England, 
he worked for a short time in a met- 
als firm in London. 

In 1897 Mr. Gilbert came to Phoe- 
nix and went to work in Henry E. 
Kemp’s hardware store. There he met 
Charles H. Pratt. 

Two years later the company went 
bankrupt, leaving both men jobless. 
Knowing that Mr. Kemp had ordered 
a carload of farm wagons that he 
couldn’t get released, Mr. Gilbert and 
Mr. Pratt raised the money, got the 
wagons and went into business for 
themselves, forming the Pratt-Gilbert 
Co., on South Central Avenue. 

Mr. Gilbert retired in 1953, leaving 
the presidency of the company in the 
hands of his son, Elbert. 

Last year, on his 80th birthday, he 
was honored at a surprise party at 
the plant. 

He is survived by two sons, Elbert 
and Frank; a sister, Mrs. Edyth 
Frost of England; ten grandchildren 
and three great-grandchildren. 


WALTER W. MORGAN 


MARTINEZ, Calif. — Walter Wil- 
liam Morgan, 75, retired hardware 
dealer here, died July 7 in Reno from 
a heart attack. 

A native of Martinez, Mr. Morgan 
was the son of pioneer merchant Ed- 
win Morgan, who founded E. Morgan 
Hardware Company in 1870 on Ferry 
Street and a few years later moved it 
to its present location. 

Mr. Morgan retired from active 
participation in the business in 1946 
and was known in the area as an avid 
hunter and fisherman. He is survived 
by a daughter and three grand- 
children. 


FRANK A. HAAGEN 


ELLENSBURG, Wash.—Frank A. 
Haagen, 74, owner of Frank Haagen 
& Son, hardware and implement re- 
tailers, died July 23, in a local hos- 
pital. He is survived by his widow, a 
son, Merril, who will continue to op- 
erate the business, two daughters and 
three grandchildren. 


FREDERICK F. HICKEY 


Frederick F. Hickey, 65, who re- 
tired in December 1956, as president 
of Savage Arms Corporation, Chico- 
pee Falls, Mass., died July 17 at his 
home in Utica, N. Y. after a long 
illness. 

Mr. Hickey joined the J. Stevens 
Arms Co. in 1908 and upon its pur- 
chase by Savage in 1920 he became 
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In Memoriam (Cont.) 


works manager of that plant. In 
1927 he was elected vice-president and 
a director of Savage Arms, and in 
1940 became president of the corpora- 
tion. 

He is survived by his widow, a son 
and a daughter. 


CURTIS G. JENNINGS 


TACOMA, Wash.—Curtis G. Jen- 
nings, retired owner of Jennings 
Hardware in this city, died July 19 
at his home. Mr. Jennings received 
acknowledgment of his 50-years in the 
hardware business in the November 


1956 issue of HARDWARE WORLD, 
when he was made a member of the 
50-Year Club. He is survived by his 
widow, a daughter, and three grand- 
children. 


AUGUST C. REINHARDT 


SEATTLE — August C. Reinhardt, 
97, formerly purchasing agent for 
Peterson Wholesale Hardware Co., 
died July 20 in a nursing home here. 

Mr. Reinhardt was for 22 years 
with Seattle Hardware Company, 
prior to his employment with Peter- 
son Hardware. He is survived by a 
daughter, 6 granddaughters and 18 
great-grandchildren. 


PARK HAROLD THEDE 


SALEM, Oregon — Park Harold 
Thede, 59, owner of the Salem Hard- 
ware Company, died July 6, in a local 
hospital, of leukemia. An active 
sportsman for many years, Thede was 
known as an outstanding trapshooter. 
He is survived by his widow, two sons, 
two daughters and ten grandchildren. 


CHARLES G. CAREY 


GARDENA, Calif.—Charles G. 
Carey, 53, owner of Builders Hard- 
ware Supply Co. of this city, died sud- 
denly of a heart attack July 15. He 
is survived by his widow, two daugh- 
ters and two grandchildren. 





Write for Free Literature 


Molly Corp., Reading, Pa. 





RED RUBBER oF BLACK SYNTHETIC 


*) MILKER INFLATIONS 


sBEE 


Guaranteed; 


| and : 
“Guaranteed to SELL 


RED STAR Milker Inflations ahd rubber re- 
placement parts MUST SELL, ‘orsdealers are 
REFUNDED for the unsold merchandise. You 
can’t lose when you handle RED STAR Milker 
parts. RED STAR Inflations are made from the 
very finest of black synthetic stock with high 
gloss finish. Inflations and parts are also avail- 
able in red rubber. Find out today, about our 
Money Back Agreement with dealers. 


STEATATIe SEoumEeT me _ RED STAR DAIRY SUPPLY CO. 
SAUK CITY, WISCONSIN 
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HYDRA 


| J 
ASSURE uninterrupted outdoor 
water service the year around. Ideal i 
for homes, farms, tourist courts, ‘ 
trailer parks, golf courses, factories 
and cottages. The shutoff valve is 
below the frost line. All brass and 
copper. Valve assembly removable. 
Write for Bulletin 1001 
order from your jobber 
A 


Fort Wayne, Indiana 





MARSHALLTOWN TROWEL COMPANY -« MARSHALLTOWN, IOWA 


For Details Circle 62 on INQUIRY CARD 
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selling’s easy as 1, 2, 3 with the 


EXCLUSIVE FEATURES... 


Deluxe features at no extra cost... 
checkering on fore-end and capped 
pistol grip... walnut stock panelled 
to blend with receiver...damascened 
breech bolt. Exclusive rotary carrier— 
cartridges protected from dirt and moisture 
... balance always the same... unique cartridge count 
indicator... loads and unloads quickly and easily. Solid steel receiver 
fully encloses action and backs up breech bolt for added safety. 
Easy-to-use lever action operates handily from shoulder for either 
right or left handed shooter. Finger-tip safety locks trigger and lever. 
Indicator automatically shows cocked or fired position of hammer. 








5 GREAT CALIBERS: 


The new 
The famous 243 
The 150 gr. highvelocity 
pointed soft .250-3000 : 
point .300 Savage : is available = 100 gr. 
Savage is cartridge is Winchester in three bullet 
ideal for tops for flat 1 is the bullet weights 
deer and 1 shooting, F answer. In weights. F gives fine 
other long range Pd 200 and 110 gr. for accuracy 
medium accuracy: : 250 gr. varmints and energy 
game—and 4 87 gr. for - bullets this and small at extreme 
in 180 gr. : varmints cartridge game— ranges. 
this 4 and small BA delivers ; 150 gr. for Excellent 
cartridge 4 oe solid impact ’ medium forvarmints, 
can be used 1 00 gr. for 2 that will ; game—and deer, 
for any q deer and ‘ stop any : 180 gr. for antelope 
North other American i efficient and other 
American : medium game in its 1 brush medium 
trophy. 4 game. . tracks. : shooting. 4 game. 


For a hefty ; 
“brush The .308 Winchester 


cutter’ the Winchester in 80 and 
.358 








3 FAMOUS MODELS 


MODEL 99-F 
... the lightest big 
game rifle made... 


MODEL 99-R 


... features semi- 
MODEL 99-EG 


tips the scale at about 
6% lbs. Has 22" 
tapered barrel for fast 
handling... drilled 
and tapped for popular 
*scope and aperture 


sights ... medium-high 4 


comb stock for ’scope 
or iron sights. The 
ideal rifle for saddle 
or brush use. 
$116.75 (retail). 


. . . America’s favorite 
lever action big game 
rifle. Checkered walnut 
stock and distinctive 
schnabel fore-end... 
rubbed oil finish. 
Receiver drilled and 
tapped for popular 
’scope mounts and 
aperture sights. 24" 
barrel. $113.65 (retail). 


beavertail fore-end and 
high comb stock 
especially designed for 
use with ’scope sight. 
Receiver drilled and 
tapped for all popular 
top-mounting ’scopes 
and standard aperture 
sights. 24" barrel. 
Fitted with screw eyes 
for carrying strap. 
$116.75 (retail). 


TRADEMARK 


SAVAGE « STEVENS « X FIREARMS 


Sa age 


SAVAGE ARM ATION ¢ CHICOPEE FALLS, MASS. ALL PRICES SUBJECT TO CHANGE © SLIGHTLY HIGHER IN CANADA 


For Details Circle 63 on INQUIRY CARD 
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Shooting Gallery Boosts Gun Sales 


ETTING the customer “sell 
himself,” the Stapley Hard- 
ware Company of Mesa, Arizona, 
has eliminated one of the great- 
est drawbacks in gun merchan- 
dising and more than doubled 
sales of firearms in two years, 
by giving prospects a chance to 
actually “get the feel” of a gun. 
This increase is directly trace- 


able to the installation of a 
“shooting gallery” in the base- 
ment sporting goods department 
by S. W. Jolly, sporting goods de- 
partment manager, and George 
Bliss, store manager. 
Investigation showed that 
brick walls which supported the 
upstairs structure could be 
cleaned off to provide a hand- 


ON THE LINE of the shooting gallery installed at the Stapley Hardware 
Company, Mesa, Arizona, sporting goods department. Prospects “get the feel” 


of firearms in which they are interested. 
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some background for sporting 
goods merchandising operations. 
In a small room off to the right 
of a stairway leading down to 
the basement, a vault-like re- 
cession in the wall was tunneled 
back to the length of 20 feet and 
lined with bullet proof, sound 
proof acoustical material. Con- 
cealed lighting provides a flood 
of bright light on both perma- 
nent circular targets at the rear 
and on moving electrically- 
powered targets which pass in 
front. 

The gun department, along the 
rear wall of the room displays 
approximately 50 choices of 
rifles, shot guns and pistols, 
most of which can be fired in 
the shooting galleries. If a cus- 
tomer shows any hesitation over 
buying a gun, the salesman sim- 
ply steps over to the wall and 
opens up the heavy knotty pine 
door which conceals the shoot- 
ing gallery and invites him to 
“try it out for yourself.” This 
surprise feature has often made 
the difference between a sale 
and a vague promise to return 
later. 

Only calibers above .38 are 
forbidden for firing in the gal- 
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lery. Thus, about 75% of the 
stock can be “actively demon- 
strated.” 

Not long after the gallery was 
added to Stapley’s merchandis- 
ing program it was realized that 
a valuable public relations asset 
had been created. So much in- 
terest was shown by sports 
groups in the area that Jolly and 
Bliss began setting aside special 
evenings in the sporting goods 
department for such organiza- 
tions as Boy Scouts, Junior 
Chamber of Commerce, busi- 
nessmen’s clubs, etc. Now, after 
two years, the “shooting gal- 
lery” has become an important 
element in southern Arizona 
gun merchandising to the extent 
of increasing sales to the point 
of being more than double what 
they were at the inception of the 
program. 


How To Do It Tips 


1. LIGHTING SYSTEM — Two 
100-watt bulbs in frosted glass 
boxes. Sunk in notches in walls 
at each side. Snap switch at 
head of tunnel controls lights. 


2. ELECTRICAL TARGETS — 
Standard shooting gallery type. 
Revolving metal target and a 
row of ducks moving across on 
a chain. Ducks fall when hit 
and are automatically set up as 
the chain moves around and un- 
der the floor. 


3. BACKING—Sand is piled 3- 
feet deep behind targets and is 
packed behind a one-inch sheet 
of fiberboard which would stop 
any richochet back out of the 
sand. Since firing is with small 
caliber guns (except where sales- 
man demonstrates deer rifle or 
magnum pistols) there is no 


danger of ricochet. 


4. Safety is insured by having 
salesmen do all of the loading, 
sighting in on target and then 
asking prospect to step under 
the gun and shoot it. When gal- 
lery is used by visiting groups at 
least two safety men stand by. 

5. DIMENSIONS—Gallery is 20 


feet long by 4 feet high by 4 
feet wide. 


6. GROUP SHOOTS — Groups 
may be invited to schedule one 
of their regular meetings in the 
gun department and as a spe- 
cial fillip of entertainment to 
stage target competition among 
the members. Store provides 
ammunition for such events and 
if possible cooperates on prizes. 
Experienced salesmen should be 
on hand to issue ammunition, 
score results, etc. 





MOUNTED GAME HEADS ATTRACT 


‘oll te ide 


TTACHED to the wall all along the sporting 

goods section of the Wade & Wells Hardware 
Co., Wenatchee, Wash., are mounted heads of 
deer, wild goats, buffalo, and smaller game. 

“All of the game were shot by a former em- 
ploye of this store,” said Stuart Adams, manager 
of the sporting goods department. “He was an 
ardent nimrod, and was glad to have his kills 
placed on exhibition in our store. 

“Just prior to the opening of the hunting sea- 
son we have a big get together of local sportsmen. 
Coffee is made on a camp stove (which inciden- 
tally calls attention to the convenience of these 
compact little stoves) and served free all day, and 
this fact is announced in the newspaper and by 
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cards in the window. It brings in many sports- 
men, and while they are talking over their ex- 
ploits we are selling hunting licenses, checking 
over and repairing guns, and selling all sorts of 
hunting and camping supplies, including boots, 
shirts and coats. 

“There is a special archery season here—Oct. 
14th through Nov. 4th, and there are a number 
of archers who take advantage of same, so bows, 
arrows and accessories enjoy a good sale. Special 
types of arrows are required, and we stock them 
in quantity. We run a special archery ad in the 
newspaper and back it up with a window show- 
ing bows, arrows, targets and accessories.” 
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BRIDGEPORT 





At the profitable point of purchase... 


REMINGTON 22 DISPLAYS CREATE 


Spat poeta Jo PP PP RP Pe ee oe ae oPe OP short eh FE 





“ad 
ah f 

2 SIZES — 
AVAILABLE 
Stock and Display 3,500 
rounds in only 6%” x 
6%” x 10” 

OR 1,800 rounds in 4%” 
x 6” x 10” 


PROTECTIVE GLASS FRONT 
OPENS EASILY 


oe ee eh ee ae ere 


IMPULSE SALES, BOOST YOUR VOLUME 





DATA SHEET FOR DEALER LISTING OF 


RETAIL PRICES OF THE SIZES DISPLAYED 


“) PRICE STRIP 


IN EITHER SIZE, this eye-catching Remington 22 
ammunition display helps you cash in on powerful 
Remington national advertising —by creating buy- 
ing impulses at the point of purchase in your store. 

Designed to both display and protect your 
stock, it gets your Remington 22 caliber ammuni- 
tion up front, where store traffic is heaviest. 
Naturally, it rings up more sales. And it stores 
ammunition so economically, you make more profit 
from less space! 

It’s handsomely made of natural pine in two 


SPECIALLY DESIGNED LOCK 
OPERATES FROM REAR 


sizes, to suit your particular stock and space re- 
quirements. Ask your wholesaler for Remington 
No. 3200, shown above (3,500-round capacity) or 
Remington No. 1750 (1,800-round capacity) and 
watch your Remington 22 ammunition sales go up! 








We are an industry Sponsor 


farha, Advanced Course in 
Hardware Retailing 


For Details Circle 64 on INQUIRY CARD 
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SPORTS NEW PRODUCTS 





175—PRETTY BUT POWERFUL— 
This gun designed for lady shooters 
features barrel and frame in tur- 
quoise, pink, gold or blue and grip in 
white. Cylinder is nickel. Package in- 
cludes mahogany finished case, richly 
lined, with lock and key.—High Stand- 
ard Mfg. Corp. 


176—BILGE WATER BLUES? Try 
one of these new “Sailor Bailers”. 
Huge sponge absorbs up to 2 gallon 
of water. Also excellent for washing 
down decks and large hull areas. 
Picks up water from hard-to-reach 
places, under seats etc. — General 
Mills Ine. 


177 — TERRIFIC TWINS are these 
two new .22 caliber rifles. Upper gun 
features bolt-action, lower gun has 
automatic action. Both handle all .22 
ammunition and will deliver seven 
shots without reloading. Extra maga- 
zines available—O. F. Mossberg & 
Sons 
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178—“ON DECK” for extra sporting 
goods sales, is this pre-packaged set 
of deck fittings in handsomely printed 
corrugated container. Printed design 
carries through idea of the product 
in pattern and copy. Set of 8 in each 
box.—Wilcox Crittenden 


179—“LURE” OF THE ISLANDS. 
This “Hula Jig” lure features an im- 
proved “jigging” action combined 
with the popular motions of the 
firm’s well known rubber “Hula 
Skirt”. Made in five sizes and weights 
for casting or trolling—Fred Abro- 
gast Co., Inc. 


180-—“PENNY-WISE PROPULSION” 
is offered by this low-cost 5-hp. out- 
board motor. Features separate fuel 
tank and slim-trim design. Weighs 
only 33-lbs. Designed to sell at $149.50 
complete. Engine operates at seven 
different speeds. — Clinton Machine 
Co. 


mae 


181—TOM SAWYER’S DREAM of a 
slingshot might have looked some- 
thing like this new model. Fires steel 
pellets and features a comfortable, 
plastic, pistolgrip stock. Sling is pure 
gum rubber and is firmly affixed to 
stock.—Animal Trap Co. of America 


182—"HIGH STYLE SPEEDOME- 
TER” for motor boats, bears the 
slogan, “With The Look Of Tomor- 
row”. Designed for the “install-it- 
yourself” market, the “Aqua-Meter” 
is simple to attach to any existing 
or newly constructed power beat.— 
Ketcham & McDougall, Inc. 


183—A FAIR WIND or a foul one 
can make the difference between 
pleasure and misery in many out-of- 
doors activities. This ‘“Wind-Meter” 
indicates wind velocity up to / mph. 
Features accuracy of expensive in- 
struments at “gadget” price —F. W. 
Dwyer Mfg. Co. 
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SPORTS PROMOTION of the MONTH 























Hunt with the Best 


Schedule: Oct. 5-18 





(See calendar on page 54) 





OBJECTIVE—This hunting promotion is de- 
signed to sell quality. It is in essence an “upgrad- 
ing promotion.” Try to sell your present customers 
who hunt on the idea of getting better hunting 


supplies throughout. 


WINDOW—A very simple but effective way to 
suggest quality is to mount a gun in a picture 
type frame. The frame can be easily made out 
of wood as shown in diagram, and gun can be 
mounted on a piece of plywood which is covered 
with a velvet type cloth. If this promotion is 


keyed for deer hunting season, 
use the antlers as shown, and 
show your best deer rifle. If it 
is duck hunting season, show a 
shotgun and at the top of the 
frame place a decoy. This will 
also be very effective. On low 
table show gun cleaning kits, 
and certain amount of camp 
equipment, along with trophy, 
prize badges, etc. Also show 
hunting books. 


ADVERTISING—Direct Mail 
on this type of promotion should 
be very effective if you have a 
good current list of hunters in 
your file. You can send out a 
letter as a reminder that the 
hunting season is close at hand. 
Use something like the follow- 
ing: “This year why not hunt 
with the best possible equip- 
ment. Hunting is the type of 
sport that requires split-second 
timing. It is the desire of every 
hunter to have the best possible 
gun to supply that kind of ser- 
vice. Why not make the rest of 
your trip just as enjoyable and 
satisfactory ? For example, why 
not the best in a camp stove, 
sleeping bags, cooking equip- 
ment, and other things that will 
make your trip into the woods a 
pleasant and happy one?” 
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offer even more realism 
-.- even more value 


No. D-3 Victor Magnum is completely new! 
It’s oversize—offers your customers greater 
value. The Victor Magnum sits lower in the 
water, is broader across the back giving a more 
life-like appearance to high-flying game—more 
sales appeal to your customers. Two species: 
Mallard and Black Duck. Mallard has head and 
wings painted with iridescent paint for added 
realism and attraction. 

Victor Magnum and Veri-Lite decoys are 
built of light, tough molded fiber, painted in 
natural, life-like colors. Glass eyes. Veri-Lite 
style in seven species. 








No. D-2 Victor Premier offers the same new, 
broad-body realism, the same added value of 
the Victor Magnum. Slightly smaller. Mallard, 

, Black Duck, Pintail. 


Victor Decoys are available in Molded Fiber, Tenite Plastic, and Wood—the most com- 
plete line offered by anyone, anywhere. Order the complete line of Victor Decoys, nowl 


ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. 


Pascagoula, Miss. 


Niagara Falls, Canada 
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HOLD-E-ZEE 


THE ORIGINAL AUTOMATIC GRIP 


SCREWDRIVERS 


7 | 

in FEATURES . 
in QUALITY é ; 
in VALUE a 


For complete customer satis- 

faction, sell the feature- 

packed drivers that give 

all purpose use—sell ee 


HOLD-E-ZEES. - ia 
fe] Telei ie) 


FEATURES (exclusive) /) 
include: LOK-BLOK, 
makes blade impact, ‘ 
twist proof; GRIPPER 
recedes deep into 
handle; Special Bit, 
recognized as best 

for both cross 

point screws. 


QUALITY is outs 
vanadium blades 


Tenite handlés 
to last oof 


VALUE is unsurpassed 

Hold-E-Zees give full use 

Plus... yet cost no more 
than ordinary drivers. 


Pre-Sold by aggressive na- 
tional advertising and out- 
standing merchandising units. 


Order 


thru UPSON BROS., inc. 


Your ROCHESTER 14, N. Y. 
Jobber 


For Details Circle 66 on INQUIRY CARD 
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(This index is published as a convenience and not as a part of the advertising contract. oeaey 
e 


care is taken to index correctly and no allowance will 


made for errors or failure to insert 





Note: Figures in parentheses () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 64 
desiring further 
about advertisement. 
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American Chain & Cable Co., American 
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American Push Broom Co. 
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Today’s adventures in science 
will create tomorrow’s America 


This Theme Will Sell More Gilbert Toys For You! 


Here are traffic-stopping features in tune with 
the times, when all the world is more interested in 
Science than ever before — exciting adventures in 
Scientific Crime Detection, Space Exploration, 
Atomic Energy and Electronics and many other 
fields — presented to appeal to both child and 
parent. 

Here is self-selling packaging never seen before 
in the toy trade — brilliant Day-Glo and full-color 
printing superbly combined for maximum impact at 
the point of sale. 


Here is value the eye can appreciate correctly 
price-pointed for quick sales and easy trade-up. 


| 


Gilbert Career- 
Building Toys can all be 
big profit-makers in 
your sales picture. Send 
for new full-color cata- 
log to Adv. Dept. 8-6. 


cnciti Jo 


@ THE A. C. 





K-V 1 


Clothing Carrier ee ~ the most asked for 
SS 


= age name in fixtures! 


Closet Rod 





You can satisfy almost any customer with K-V’s choice 

of more than 40 fine fixtures for closets and kitchens. Beautifully 

rch A wane styled and handsomely finished in polished chrome, K-V fixtures are 
made for years of service and designed for the greatest 

convenience in storing everything from hats to shoes in closets. 

And for the kitchen, K-V fixtures include similar top 

quality racks for storing pans, towels and cups. 


K-V 789 


FAMOUS FOR BUILT-IN CONVENIENCE HARDWARE 
Shoe Rack 


K-V 798 
Disappearing 
Towel Rack 


K-V 790 P va K-V 992 Sliding Door Hordware K-V 1300 Drawer Slide K-V 80-180 for open wall shelves 
Disappearing { K-V 233-239 for built-in shelves 
Pan Rack ' 


K-V also has a complete line of top Ask your jobber 


quality drawer pulls, door handles, locks f let | - " 
More Than 100 K-V Fixtures cal iene’, or complete catalog and price lists, 


fo Make Your Home or write us. 
More Convenient! KNAPE & VOGT MFG. CO., Grand Rapids, Mich. 
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INTERIOR DECORATION 
HOME STUDY 
Announcing new home study course 
in Interior Decoration. For profes- 
sional or personal use. Fine field for 
men and women. Practical basic train- 
ing. Approved supervised method. 
Low tuition. Easy payments. Free 
Booklet. Chicago School of Interior 
Decoration, 835 Diversey Parkway, 
Dept. 5516, Chicago 14. 


SALESMEN WANTED 


To sell a complete line of plumbing 
goods priced right to the Hardware 
Store, Lumber Yards and Plumbers 
in your territory. Orders assured. 
Commission. Address Box A-898, care 
HARDWARE WORLD, 1355 Market 
St., San Francisco 3, Calif. 





CATALOG 


Send for our plumbing catalog with 
our low prices, we will also put your 
name on our perpetual mailing list 
to receive all of our mailings no 
charge. Seaboard Plumbing Specialty 
Corp. 1007 Atlantic Ave. Brooklyn 38, 
N. Y. 

HARDWARE PROPERTY 
Modern Store, completely equipped, 
brick building, 7-room suite, main 
section, Pennsylvania town, health 
compels sale, price $27,000 includes 
building, stock, equipment. Apple Co., 
1836 Euclid, Cleveland, Ohio. 








PARTNERS IN PLEASURE 
Certified wholesale Sporting Goods, 
Hardware Specialties, Giftware, Elec- 
trical catalog available Sept 10th. 
Write for your free copy now! 
Voedisch Bros., 1639 N. Wells, Chi- 
cago, Ill. 


REMCO ... Bakelite Furniture Rests 








Announcements in this section are inserted at the rate of ten 
cents per word, including address or box number, with a minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 








ITIES 


REPRESENTATIVE WANTED 


MANUFACTURERS’ REPRESEN- 
TATIVE WANTED BY OLD ES- 
TABLISHED MANUFACTURER OF 
ALUMINUM COOKING UTENSILS, 
TO COVER WASHINGTON, ORE- 
GON, AND IDAHO. State fully ter- 
ritory now covering. Address Box 
A-903, care Hardware World, 1355 
Market St., San Francisco 3, Calif. 





Box A-897, 
WORLD, 1355 Market St., San Fran- 
cisco 3, Calif. 


FOR SALE 


Hardware and Paint store, good So. 
Calif. location, including plumbing, 
Electric Garden Tools, (rentals) liv- 
ing quarters, low overhead. Address 
care HARDWARE 


HELP WANTED 


MANAGERS & ASSISTANT MAN- 
AGERS for large retail hardware in 
the San Fernando Valley—20 miles 
from Los Angeles. Experienced in- 
telligent people, ages 30-40, wanted 
to manage hardware, paint, house- 
wares, electrical, and plumbing de- 
partments. Excellent opportunity to 
grow with an organization that is 
growing with the West. Live in the 
fabulous San Fernando Valley with 
its year round summer. Write full de- 
tails to Box A-901, care HARDWARE 
WORLD, 1355 Market St., San Fran- 
cisco 3, Calif. 


FOR SALE 


Modern Hardware Store established 
1921 near coast, Southern California. 
Exceptionally attractive lease, clean 
stock, good turnover, excellent profits. 
About $85,000 to handle. Details 
available to qualified individuals. Ad- 
dress Box A-899, care HARDWARE 
WORLD, 1355 Market St., San Fran- 
cisco 3, Calif. 








CORRECTION: The pictures below were transposed in the June New Products 
Catalog. They are shown here in their correct order. 
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299—AWAY SHE GOES, on a safe 
water ski holiday, with a completely 
re-styled safety-belt. Features double- 
strap adjustable construction and 
equal buoyancy fore and aft for cor- 
rect safe flotation Red Head Brand 


‘at BR... 
300—NOT A MAN FROM MARS, 
but one properly equipped for racing 
safety with this new racing-vest. 
It is filled with Java Kapok sealed in 
water tight Vinyl envelopes.—Amer- 
ican Pad & Textile. 





Cushion Rest 
Drive on type 
Sizes: 2”, 234” 


Drive on Type 
Sizes 1”, 
1ly2”, 2” 


PINTLE TYPE—Sizes 1/2”, 2” 
Ask your jobber or write— 


REMCO 
<— Furniture Rests 


are made from ma- 
hogany color bake- 
lite plastic. Live 
rubber inserts help 
absorb vibration. 
Needle point nails 
go easily into wood- 
en chair legs. Pin- 
tle types equipped 
with %” universal 
k socket 


1 nec $s. 
>» REMCO 
Caster Cups> 
are of large diameter, shatterproof, ma- 
hogany in color. They help save car- 


pets, rugs, floors from being depressed 
by heavy casters, etc. 


SIZES 
sa 
234” 





Makers of World Famous 
DOMES of SILENCE 


ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 
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"Best Seller’ List for 1958 


PAINT AD LOOR FLOOR 
oR ven A IER ONDITIONER a. TONER wD re SANDER CONDIT! ® 


Red Devil Toots. Box 355 ° Union, N. J. ° U.S.A. 
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HOW THIS : ie 
FAMOUS TRADEMARK > 
INFLUENCES CONSUMER 
PURCHASE OF 


QUALITY. PLASTIC 


_|_ .. WInDow 
@| AAATERIALS 


Also in 28° 
and 48" widths 





HERE’S WHAT LEADING HARDWARE AND 
LUMBER DEALERS ACROSS THE COUNTRY 
HAVE TO SAY: (Based on a Recent Survey) 


“My customers know they can depend on any product that 


carries the name Warp’s .” 


FLEXIBLE : 
SHATTERPROOF gm 


“I've handled Warp’s Window Materials for over 30 years 
and never had a complaint.” 


“Warp’s make a complete line. Simplifies my buying. 


“I stock Warp’s because they’re the leader in the field.” 


“Warp’s Easy-On Kits sell so fast I can’t keep them in stock.” 


4 ‘‘Warp’s is my choice because I've built my business 
a oe on QUALITY — just like Warp's has.” 


DISPLAY 
These are a few of the typical answers _— D 
bout Warp’s voiced by big vol . fe arp? 
about Warp’s voiced by big volume re x War 


tailers ... men whose business opinions 

count. They know that the WARP trade- FLOOR RAC 

mark means QUALITY. They know they WHERE 

can recommend any WARP product with CUSTOMERS 

absolute confidence. CAN REALL 
In these days, your selling time is your WM-500 SEE IT! . 

greatest asset. That’s why it’s more prof- Don't Lose Any Sales—Keep 

itable than ever to feature the products your diopenser wall socked wit 

Warp's Top Quality Plastic 

that bear the name and trademark that Wididets  Miateatals 

has been pre-sold to your customers by 

powerful local and national advertising FASTEST SELLING 

—that name is Warp’s, the pioneer and wit cag tye 

leader in the Window Materials field for 

33 years. Your customers look for the 






































Transparent 


‘ ) at, ‘ name “‘Warp’s” branded along the edge. Plastic 
Se re sete “ oe It’s put there for their protection. oe 
jationally Advertis , , = 
Prices Subject to Change Ly + a Ag ORDER FROM YOUR JOBBER NOW STORM 


WINDOW 
KIT—39¢ 








The Pioneers + Established 1924 
World's Largest Producers of Top Quality Plastic Window Materials 





